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Designed and Executed By 


George Washington 
Replica of the 


Famous Houdon Statue 
a 


Original is now in the Rotunda of the 
State Capitol at Richmond, Virginia. 
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Height overall, including base, 
seven feet. 
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This Statue of the Great Patriot is 

made in the “Metalayer” process 

which hermetically seals it for out- 
door use. 
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For display during the Washing- 
ton Bicentennial to be celebrat- 
ed from February to November 


1932. 
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WILIGHT ZONEX lighting is one 

of the commonest handicaps to 
profitable merchandising. No matter 
how high its quality, merchandise 
fails to do itself justice under inferior 
lighting. 
When well-styled, high quality, cor- 
rectly priced lines languish on shelves 
... it’s time to test 


or in show cases 


your store lighting for Twilight Zones*. 


Make this simple test 
Take a phone book and stand where 
your clerks and customers have to 
stand. Then open the phone book at 
random. Now, does every word stand 


out sharp, clear; can you read any 


TWILIGHT ZONE 


The deceptive half-light be- 
tween obvious darkness and 
adequate illumination. 


WHEN LOOKERS 
OUTNUMBER PURCHASERS 


name, address and number rapidly 
and with perfect ease? If you can’t— 
if you have to slow up, squint or draw 
the book closer to your face—your 
goods are not getting enough light to 
show them off to advantage. The 
Twilight Zone® is at work, ham- 


stringing your profits. 


Rid yourself of Twilight Zones*. Make 
light work for you, not against you. 
Place illumination in your store on a 
scientific basis. This simple “phone 
book test”? which you can make your- 
self is not absolutely accurate (only a 
lighting engineer can make such a test) 


but it is quick and sufficiently accu- 





rate to give you a fair idea of your 


lighting conditions. 


Lighting specialists of the Westing- 
house organization or your local light 
and power company are always ready 
to inspect your store and submit rec- 
ommendations based upon the exact 
conditions observed. Thereisnocharge 


for this service. 


Send for free bulletins 


Write the Commercial Engineering 
Department, Bureau 30, Westing- 
house Lamp Company, 150 Broad- 
way, New York City, and 
we shall be glad to send you 
free bulletins explaining cor- 
rect types of illumination. 





Westinghouse Mazda Lamps 








— 





oo gs 











—— 














IN THIS ISSUE 


As space will not permit a review 
of the many features contained in 
“The Ninth Annual Display Review,” 
we will not linger on the vast wealth 
of national display material con- 
tained within these covers. Rather, 
we will let the reader select his ma- 
terial, saying, as we pass on to future 
1932 issues, that the January issue 
treats of the accomplishments of dis- 
play during 1931; problems of the 
present are discussed; trends of the 
future are predicted. In addition, 
there are numerous features that 
treat of special topics of interest to 
every merchant, displayman, installa- 
tion concern, national advertiser, 
agency, display producer and display 
manufacturer. The entire issue is 
packed with helpful ideas. 


DURING 1932 


Your editor feels that no special 
attempt has been made in the past 
to concentrate on displays. Every 
issue of DISPLAY WORLD con- 
tains feature articles, but in 1932 it 
has been decided to stress the im- 
portance of all phases of “display” 
in the eleven issues to follow. We 
plan to feature and concentrate on 
the following: 


FEBRUARY— 
Utility Display Methods 


MARCH— 
Window Background Number 


APRIL— 
American Continental Number 


MAY— 
Installation and Display 


JUNE— 
Convention and Exploitation 


jJULY— 


Furniture and Equipment 


AUGUST— 
Exhibit and Fair Displays 


SEPTEMBER— 
Show Card Review 


OCTOBER— 
Christmas Review Number 


NOVEMBER— 
Lighting and Equipment 


DECEMBER— 
National Displays 
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DISPLAY 


BACKGROUNDS 
made easily with the Gulawf 


Owing to its simplicity of operation and economy of production, 
the Cutawl encourages spectacular, attention-arresting, business- 
getting Display Windows. In no other manner can such realistic 
effects be obtained at such a surprisingly Low Cost. Clever cut-out 
backgrounds, lettering, figures, bulletins, modernistic group scenes 
—every type of decorative display can be turned out economically 
with the Cutawl. It cuts simple or intricate designs in any material 
from thin paper to sheet steel, quickly; inexpensively .... You can 
do it, right in your own shop. It does not require a skilled operator 
—anyone can run the Cutawl. 





Prove its definite value to you by using the Cutawl TEN DAYS 
FREE, at our risk. Give it a hard, practical test. If it doesn’t 
gain your complete acclaim and approval, send it back at our ex- 
pense. Mail the Coupon for details. 


You Can Buy the Cutawl 


Pay for it while it Brings You 
Handsome Profits from Better 
Display! Our liberal Time Pay- 
ment Plan gives you immediate 
use of the Cutawl with only a 
smali cash outlay. It will begin 
to pay for itself the moment you 
start using it and you'll find oc- 
casion to use the Cutawl regularly. 





INTERNATIONAL REGISTER CO., 1-32 
13 S. Throop St., Chicago, III. 

Please send FREE catalog and complete descrip- 
tion of the Cutawl. Also advise how we may secure 
a machine on Ten-Day Free Trial. 





ll ee eA COT eee eee) PCO ENT Sih ere ee eT “CUTAWL DESIGNS”—A wonder book of 
MAIL COU PON for clever ideas for Display Men; 96 original 
Address .. designs; 70 full-page photos of prize- 


winning displays. Only $2.50, postpaid. 
Temes... ‘ Reale ian ha Ek ep ae bearer 


ORDER FOR “CUTAWL DESIGN” BOOK: Send 
postpaid at once, a copy of “Cutawl Designs” for 
$2.50. If our check is not enclosed, send C.O.D. to 
name and address above. (Mark X in this square) [ | 


INTERNATIONAL REGISTER CO. 
13 South Throop St., Chicago, Ill. 
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Continental .... Yet, 
American 








—Malcolm Tennant, display director, Meier 

& Frank’s, Portland, Ore., combined all the 

grace, charm, beauty and power to the Pacific 

Northwest in this stunning display. 1931, con- 

tempory, America produced nothing that 

can compare in modern, continental, smart- 
ness— 
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Window Display Directors 


Is the 
Here? 


Big Moment 


Is the big moment here—the moment when 
food and dry goods retailers will handle precisely 
the same merchandise at precisely the same prices? 
If it is—the job of selling goes to the display 
profession. 


Radio broadcasting is good—so 1s the news- 
paper. And so is the broadside, and so is the 
direct-by-mail piece. 


But if the merchandise is the same—if the use 
is the same—if the price is the same—why should 
I buy it from you? 


Because— 
a. You handle it the best. 
b. You describe it the best. 
c. You know sales promotion. 
d. 


Your environment complements the so- 
cial station with whom you deal. 


A. B. “BERT” JOHNSTON 


Display Director, 
Kroger Grocery & Baking Co., 


Cincinnati, Ohio 
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DISPLAYMEN ...HERE’S A THOUGHT FOR 1932 


By EMILE SCHMIDT 
President, I. A. D. M. 
Gimbel Bros. 
Philadelphia, Pa 


"Be New Year, 1932, looms important 
on the displayman’s horizon. Never before 
have men of our profession felt the call for 
intelligent effort as now, and during the days 
to come. Every merchandising effort tend- 
ing to arouse the collective inertia of the 
public will call for the displayman’s best. 

Every displayman should sell his store 
window space to the store owner as the best 
medium for selling more merchandise at less 


expense, thereby making 1932 the “banner 
year” for the singular advancement of our 
profession. 

Now with the New Year, activity in every 
display club throughout the I. A. D. M. 
should be furthered and individual attend- 
ance encouraged. We look for big things 
for the I. A. D. M. in 1932. But only our 
intense collective efforts will make it what 
we wish—a happy and prosperous New Year. 


IT FALLS TO DISPLAY TO INTRODUCE NEW IDEAS 


By CARL O. CRITES 
President, S. D. M. A. 
Levi Brothers 
Louisville, Ky. 


= inertia of the buying public, appar- 
ent in all lines and everywhere in our land, 
has begun to crumble; new lines of com- 
modities manufactured and produced on the 
new cost basis are making their appearance 
and meeting with good response. 

With the opening of the spring season 
many new ideas will be offered to the pub- 
lic. It will fall to the lot of our profession 


to introduce these new ideas and the respon- 
sibility for their acceptance by the public 
will in a considerable measure be ours. 

With the buying public in a _ receptive 
mood for the first time in several years, let 
us extract every possibility from every op- 
portunity and present our merchandise in a 
fresh, crisp manner that cannot fail to add 
to its attractiveness. 


ARE DISPLAYMEN EQUAL TO THEIR OPPORTUNITIES? 


By JAMES H. EVERETTS 
President, I. Neb. D. M. A. 
M. L. Parker Co. 

Davenport, Iowa 


 — EN should welcome 1932 with 
enthusiasm and set out with a strong de- 
termination to get their displays function- 
ing toward a constructive and profitable sell- 
ing era. Striving to avoid for all time, if 
it is possible, the return of a condition in 
retailing such as many stores have just gone 


through. 

I say: “Many stores. Yes, a great many 
—in fact, almost a majority—have for 
months resorted to selling through the 


screaming appeal of the lowest prices in 
ten, twenty, or any number of years that 
happens to come to mind.’ How easy to 
get response on the first few promotions, but 
shortly, to get a rise, took more and more 
of the store’s life blood, “net profit,’ and 
probably more distressing than this was the 
fact that every sale created it was costing 
heavily of the store’s standing and public 
confidence. 


How unfortunate! After such an episode 
it takes months and months to rebuild what 
has been destroyed through intense selling 
on price alone. How much better for a 
store’s future selling to concentrate on the 
more constructive appeals, dramatizing your 
display and appeal to comfort and admira- 
tion, or, if you must, economy of ownership. 
If this is done without exageration you will 
sell without sacrifice of profit or public con- 
fidence. 

So, let us enter the new year equal to our 
cpportunities, with a definite purpose of 
more efficient displays. Be sure they sell. 
Know how much; know the number of units; 
the dollars and cents. Be able to present, 
as positive evidence, the fact that the least 
profitable of all is selling; that your win- 
dows are capable of constructive selling: 
and that you are capable of operating in 
this manner. 


KEEPING UP WITH THE DISPLAY PROFESSION 


By WM. H. 
SCHARNINGHAUSEN 
President, P. C. D. M. A. 
The Bon Marche 

Seattle, Wash. 


\ ITH business harder to get than ever 
before, the displayman must try to discover 
just what kind of windows are bringing 
returns. One of the things we must think 
about is that buying habits are continually 
changing. For example, here is what hap- 
pens often in times like these: A certain 
Mrs. Brown comes downtown to shop. She 
has only so much money to spend. This 
makes the question of price a dominant 
factor in her selection of merchandise. For 
example, she has five dollars to spend. She 
wants to know what she can buy for five 
dollars. It will pay the window displayman 
to take into consideration this attitude of 
the customer. Give her a window that will 
tell her what she can buy for five dollars or 
any other price she might have in mind. 
During the past year, we have found when 


one price dominates the window we get 
better results. This has been brought to 
our attention several times in men’s wear, 
silks, rugs, women’s dresses, coats and other 
items. 

The window displayman who “clicks” 
keeps up with the procession. He has new 
ideas which fit in with the present scheme 
of things. It is a fine thing for the display- 
man to set aside a few minutes each eve- 
ning and ask himself a few questions. 

1. Do I carefully check over all windows 
before going home? 

2. Have I looked trade papers over for 
ideas? 

3. Have I developed any ideas on the 
basis of my own store’s recent experience? 

4. Have I got a good idea right now for 
the next big event? 








.... And In Every 
Shop Window 


By PAUL V. C. WHITNEY 
CURTIS LIGHTING, INC. 
CHICAGO, ILL. 


Mos readers of DISPLAY WORLD will re- 
member a song called “Alice Blue Gown,” which was 
popular about ten years ago. It voiced the pride of a 
young lady for her new frock and how she stopped 
before the shop windows to admire it. I think you 
readers will remember it especially because it was an 
open indictment to fellow merchants and displaymen, 
and a subtle mockery of their indifference to daylight 
reflections in their show windows, or their ignorance 
of the remedy. 


Listen to this: 
; I was both proud and shy 
As I caught every eye, 
And in every shop window 
I’d primp passing by.” 


Do you see the tragedy of it? In every shop win- 
dow she’d primp, passing by! Let’s follow her. At 
the jeweler’s window she stops, but takes no notice 
of those new imported novelties on display. She 
simply primps, and passes by. Next, she catches a 
reflection of herself in the window of a hat store. 
Perhaps one of the hats in that window would add 
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beautifully to her blue ensemble. But she doesn’t see 
it; she primps, and passes by. Now comes the bitter- 
est irony of it all: She stops at a dress shop window 
in which is displayed ‘What the well-dressed woman 
will wear.” But will she? Not if we are to judge 
from the little girl in Alice blue. She merely stops to 
admire what one well-dressed woman is wearing, 
primps and passes by. Is it any wonder that farther 
along in the song she tells us that “ ’til it wilted I wore 
it, I'll always adore it,” etc? One might easily sup- 
pose that she hadn’t noticed the many other charming 
gowns in the shop windows and consequently was not 
tempted to renew her wardrobe. 

You have seen this very thing take place in every 
shopping district, and know that although our char- 
acter and story are mythical they represent individuals 
and conditions as rea! as death and taxes. As I have 
allowed before, such a state might be due either to 
indifference or ignorance on the part of merchants. 
Whatever might be the case, let us get to the seat of 
the trouble and find the remedy. 

Daylight reflections from plate glass show win- 
dows are caused by the interior of the window being 
too much darker than the daylight outside. These 
reflections can be greatly reduced or completely de- 
stroyed by increasing the inside light to the necessary 
intensity. Perhaps you have seen those trick mirrors 
which are used in many places to arouse curiosity and 
display merchandise. They are simply mirrors silvered 
so lightly that they will allow light to pass through 
and yet have a reflecting quality greater than ordinary 
glass. They are set at the opening of a box or smal} 
cupboard in which merchandise is displayed. When 


“|... primpers paradise now 
And we'd like to know how, 
Mr. Owner sells goods, when 
Sight he won’t allow iP 


oe 7 —s one 


LAMMERT FURNITURE CO. 
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“|. . This example of light 
In the window is right, 

Amperage hours illume thus 
By day and by night... .” 


the interior of the box remains dark your reflection 
can be seen, but when lights are turned on inside the 
box your image disappears and you see only the objects 
on the other side of the glass. It’s simply a matter of 
contrast between the inside and outside light. Now let 
this box represent your show window and the mirror 
its plate glass front. You can plainly see how high 
intensity window lighting, or superlighting as it is 
called, will offset the daylight and make your displays 
attractive during the day. 

Obviously, it would be rather futile to try to com- 
pletely overcome window reflections at all times and 
under all conditions. The extreme brightness of the 
direct sun would necessitate more window lighting in- 
tensity than is practical to provide for such short 
periods of the day. It is enough that you keep the 
reflections reduced to a harinless state. This can be 
done in any show window during most of the day 
with “super-lighting,” and the cost of the increased 
electrical current is more than offset by the increased 
attracting power of the display and the greater num- 
ber of prospective buyers who see it. 

A particularly bad case of show window reflection 
was presented by a store in Chattanooga not very long 
ago. The size of the window and other aspects called 
for 300 watts per lineal foot, and the necessary num- 
ber of 500-watt X-ray reflector units were installed. 
A “before and after’ check of the number of people 
passing the store and the percentage that stopped to 
look at the display showed an increase of 93 per cent 
under the new lighting. The cost per current was 
computed as approximately 1/25 of a cent for each 
person that stopped. Needless to say the management 
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was satisfied with the advertising investment. 

It would be futile to try to make a general light- 
ing recommendation to meet all show window condi- 
tions. They vary with window construction, surround- 


ing buildings, the geographical location of the store, 


the direction is faces, climate, and the like. However, 
severest conditions are well coped with by 300 to 400 
watts per running foot of window frontage, or 500- 
watt reflectors spaced 15 to 18 inches on centers for 
windows of average depth. Deeper or shallower win- 
dows would require a proportionate amount of wattage 
per square foot. The show window illustrated is a 
rather large one employing fifty-eight 500-watt X-ray 
reflectors units on 15-inch centers, supplemented by 
sixteen 500-watt floodlights. You will note how nearly 
the sharp daylight reflections have been completely 
obliterated. In justice to the management of the store 
it should be said that this show window lighting was 
purposely manipulated to furnish the example of in- 
adequate lighting. Nevertheless, actual cases of such 
are plentiful in every city. 

Daytime is shopping time, and the time when your 
show window displays should exert their most power- 
ful sales influence on the public. This they cannot do 
if they are obscured by daylight reflections. There is 
no profit for you in “primpers’” and “passers.” Your 
profit is in stoppers and shoppers, and your lighting 
should be designed to that end. Every super-lighting 
installation is an individual problem as is any show 
window lighting installation. A more serious view- 
point on the part of the merchant bothered with day- 
light reflections, and his general understanding of its 
remedy is all that is expected by the writer. A care- 
ful study of conditions by a capable lighting man and 
the carrying out of his recommendations will bring 
about the more profitable results for the merchant. 

“In every shop window” let’s eliminate those profit- 
destroying daylight reflections. 








Information Is The 
Keynote of All 
Displays 


A T FILENE’S, information may be given through the use 
of one or more mediums, color charts, copy, sketches, photo- 
graphs, museum pieces and so on, depending entirely on the 
type of the display. 

When a display is made to read like an advertisement, or 
is informative, then it may be considered successful whether 
it tells you of values, style tendencies or educational progress. 
The public wants information—and what the public wants 
should have considerable weight—give them information. 

“Art in industry” featured five types: Gray, blonde, bru- 
nette, brown and titian. In each display merchandise com- 
plimentary to the type was shown, either contrasting or har- 
monious. Accessories, correct in color and detail, were fea- 
tured in each presentation. A group of ten colors shown on 
the background on darts gave the range and color value perti- 
nent to each type. 

In the display, “The Relation of Sleeves and Gloves,” 
there was little doubt left in anyone’s mind as to what kind 
of a glove should be worn with certain type sleeves. Fifteen 
sketches showing as many styles in sleeves with the right kind 
of a glove were shown on the background. The background 
glove sketches formed a valuable “point of information,” and 
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By WINTHROP B. FRYE 


WM. FILENE’S SONS 
BOSTON, MASS. 


suggested besides style points, fabrics and colors by reference 
to the actual merchandise display. 

The caption on our school windows were, “When School- 
beiis Ring Throughout the World.” Blackboards on the 
background gave a summary of educational progress or prac- 
tice in various parts of the world. In the foreground photo- 
graphs of school children in America, England, France, Ger- 
many, Holland, Switzerland, Belgium, Turkey, Russia, Africa, 
Siam, Egypt, Palestine and many other places were shown. 
Small foreign flags appeared at the base of the blackboards. 
School clothes for children in kindergarten, primary, gram- 
mar, junior high and high were displayed and featured on 
slanted boards. 


—The excellence of this “Frye” display 

is not alone confined to the splendid 

illustrations that adorn the background, 

but to the masterly| arrangement of 

merchandise, the simplicity of effects, 
and the color groupings— 


* 
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—In every “Frye” dis- 
play, accessories com- 
plimentary to the type 
merchandise being 
shown, are featured. In 
this window a group of 
ten colors on darts on 
the background gave 
the range and color 
value pertinent to the 
garments being drama- 
tized— 





Extravagance .. . and the Display Manager 


By J. H. RICHTER, D.D. 
THE FAIR, CHICAGO, ILL. 


Tue elimination of extravagance in every unit of the 
department store is imperative under present-day conditions, 
and the display department is no exception; in fact, there is 
a crying need for more efficient management of this division 
of modern merchandising. 

The endeavor to outdo competition is often the basis of 
extravagance, but more often it is the utter failure of the 
display manager to understand the necessary facts pertain- 
ing to display merchandising. One outstanding fact fre- 
quently ignored is that any expenditure of money should be 
fully warranted before it is made. Lack of planning, train- 
ing’and understanding of the full requirements of his position 
are the underlying causes of most extravagance by the dis- 
play managers. Without a thorough knowledge of these re- 
quirements or a 100 per cent application of them, there is 
certain to be extravagance. 


WHEN 
SCHOOLBELLS 
RING 
THROUGHOUT 
THE WORLD 


The Tracer sens who anstitioe the tath of he percsetion 
att oriteny Base fast Soser i ehicaten 
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The writer is not advocating a blunt curtailment of the 
display expense budget, but rather the more intelligent appli- 
cation of this budget by the display manager. A sincere 
business-like analysis of the functions of the display de- 
partment is the foundation of more efficient operation of 
this division of department store work. The management 
of department stores today are in many cases at fault regard- 
ing display. This is due to a false conception of economy 
in the employment of display department managers. In many 
instances displaymen are insufficiently trained but because of 
a willingness to accept a low salary are often given a posi- 
tion of responsibility far beyond their ability to fill. 


When a more complete realization of the value and im- 
portance of merchandise display is acknowledged by depart- 
ment store managements through the employment of effi- 
ciently trained display managers, and when the displaymen 
themselves give a more intense devotion to the study of their 
work, much extravagance can, and will, be eliminated. The 
day of the display which has as its appeal mere beauty, or 
gorgeousness, is past. Distinct selling promotion must be 
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—Blackboards were in- 
troduced in this school 
display, as well as 
photographs showing 
school scenes from all 
over the world. The 
idea for this window 
was obtained from the 
caption, “School Bells 
Ring Throughout the 
World”— 
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—Men are going in for “white,” and 
as “Richard Wallace,” display man- 
ager, Lord & Taylor, New York City, 
so tastefully arranges, “white” it will 
be in shoes, shirts, hosiery, ties, pants, 
sweaters, handkerchiefs, caps and hats. 
The only color introduced in this dis- 
play is blue, a number of blue shirts 
being used; one appears on the form 
at the left, another is on a shirt board 
which is placed immediately under the 
cut-out sitting figure— 


the goal of the display manager today; his efforts must mean 
more than placing merchandise in an elaborate or fanciful 
setting. First must come the knowledge of his merchandise. 
All that which enters into its selling appeal must be studied 
to be brought out in the display. 

Extravagance in the purchase of display material is 
caused mainly by a lack of knowledge as to how, when, and 
where to purchase such material. Also, by a lack of a definite 
well-planned idea as to how its use will assist in the sale 
of merchandise. How the material or equipment itself may 
be revamped or remodeled so as to make it of use frequently 
thereafter, or that its original cost may be spread over a 
greater period of use, thereby reducing the cost for each 
display. It is extravagance to purchase from a small budget 
display material or equipment which can only be used for a 
limited time, because of its distinct novelty features, or 
because of its extreme fragile construction or nature. It is 
also extravagance to purchase such equipment on the basis 
of low price only, as it is extravagant to spend two dollars 
for display material which can only help to sell one dollar's 
worth of merchandise. 

Display has an opportunity today to prove its worth as 
perhaps it has never had before by the elimination of ex- 


—It’s a long time before “summer 
headwear” returns to fashion (we’re 
speaking, of course, of the north), but 
when it does, this “Don A. Ferguson,” 
display manager, S. L. Bird’s, Detroit, 
display will find itself being copied in 
every northern fashion center. It rep- 
resents a splendid idea, one that is 
very simple in execution and tremen- 
dously effective for display. The dif- 
ferent sketches are of charcoal on 
felt; the lettering is all cut-out— 





travagance through the application of good business sense, 
plus highly specialized training. This combination no de- 
partment store can afford to be without in its display depart- 
ment, and the successful store management will compensate 
well the man who can deliver such highly specialized valu- 
able service. 


The Displayman Who Wants to Make Good 
By GEO. J. COWAN 
THE KOESTER SCHOOL, CHICAGO 


Tue displayman who expects to make good in times 
like this must have more to offer an employer than the 
thousands of others who are also in the market for a job. 

As soon as he realizes this truth, and the sooner he 
sincerely strives to give more in brains, time and work, the 
sooner he gets a job and the safter he is in holding it. 

Another thing the displayman must do is to sell his em- 
ployer on the advertising value of the show windows. This 
is best done, of course, by putting in displays that affect 
business favorably. If a merchant values his displays he 
will value your services. 


ON THE LINKS: 








Facing 1932 
By HANS IHLE, D.D. 
FRANKLIN SIMON, NEW YORK CITY 


Has it ever occurred to you that the good all-around 
type displayman is slowly becoming a thing of the past? 
Every young aspirant of the display profession today has 
only new ideas of what twentieth century display work 
should be; they have no more knowledge of periods, fash- 
ions, or how to display merchandise, than the average lay- 
man. I am not trying to convey the impression that back- 
ground and fxtures are not important but, rather, merely 
trying to impress upon our modern displaymen that the 
most important feature in the windows is the merchandise 
the store is promoting. 

This statement is founded on a very embarrassing occur- 
rence in the daily routine of our profession: A well-known, 
Fifth Avenue, display manager found himself suddenly in 
need of a good all-around displayman. After resorting, 
without success, to all the usual methods in which display- 
men are acquired, three very reputable display executives 
were asked to mention just one good man to whom a propo- 
sition could be made. The answer was: “The few good 
men in this city are well placed. We have no knowledge 
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—When “Augustus J. Roeder,” display 
manager, Wm. H. Block Co., Indian- 
apolis, Ind., arranges a display, be it 
a showing of fashion or sale mer- 
chandise, fabrics, clothing, accessories 
or department store utilities, he can 
be depended upon to create a new 
idea in either placement, arrangement 
or appeal. The card in this attrac- 
tive display reads, “Blocks unrolls its 
bag of tricks for keeping comfy at 
the stadium”’— 


On 
Mey 
ate 


of any man we could honestly recommend.” And this in 
spite of the hundreds of unemployed displaymen in New 
York City. 

This fact, so outstanding that it cannot be ignored, sug- 
gests but one alternative: “Face 1932 with your eyes and 
mind open to good, unusually attractive, and sound, mer- 
chandising displays. And study display principles as they 
apply to modern merchandising.” 


Merchandise First, Last, All the Time 
By HENRY SHERROD 
HAMMOND, IND. 


Mercuanpise first, merchandise last, merchandise all 
of the time. Every hour makes its demands upon our in- 
genuity. We look forward for yesterday's ideas. Displays 
of the so-called pretty pretty, bizaar, grotesque type no 
longer attract. 

Merchandise displays must be handled in fashion right, 
sales compelling, modern manner. The fight for sales su- 
premacy during the coming year will be in the advertising 
and display departments. Adhering to the basic principles 
of display and advertising, these departments, hour by hour, 
step by step, shoulder to shoulder, will win the victory. 


—When school days return and sing 
“Back to School” these little girls 
can step right out of this window 
and join the school parade. They’re 
all dressed, all ready, and correctly 
fashioned for that “first dav” at 
school. “Richard Wallace,” display 
manager, Lord & Taylor, New York 
City, has produced an unuausl sales 
nroductive window idea. The idea is 
smart. the effects startling in their 
simplicity, while the appeal this dis- 
play produces is powerful in sales 
suggestions— 








DISPLAY WORLD 


Display Installation 
For 1932 


In the face of the worst business depression 
most of us have ever known, window display 
installation has managed to just about hold its 
own. In other words, the total volume for 1931 
was fully as large as for 1930. This is a record 
that can be equalled by very few businesses 
during this period. 


As we analyze it, the reason for this excep- 
tional record is that window display is one of 
the most flexible of advertising mediums, as well 
as being the cheapest per thousand circulation. 


Through the use of window displays prop- 
erly installed, an advertiser can concentrate on 
any given territory with no waste whatever, and 
make his advertising dollar accomplish more 
than in any other manner. 


If window display advertising is properly 
sold to manufacturers during the coming year, 
in our opinion, we will see a large increase in 
the number of displays installed in retailers’ 
windows. 


FREDERICK L. WERTZ 


Window Advertising, Inc., 
New York City. 
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Window Display Installation 
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INTELLIGENTLY DISSATISFIED 


By EDW. J. STEFAN 
Stefan, Inc. 
Milwaukee, Wis. 


__— are men who go along year after 
year, working at the same tasks, going 
through the same routine, apparently per- 
fectly contented. You perhaps have won- 
dered how they could be so self-satisfied. 
There is an old adage, “Be satisfied with 
little, and you get little.’ Our job, in fact 
everyone’s job, should be to make people 
“intelligently dissatisfied”—dissatisfied in 
the sense that “good enough is never good 
enough.” 


When we do this we are doing ourselves 
a lasting favor. Willingness to learn, to 
keep abreast, to accept complaint (and we 
all make mistakes) as something that will 
strengthen organizations for future years, 
will help build any service to a position of 
national leadership. 

Consideration for others, in fact, the spirit 
back of all these “verbal lubricants,” as they 
might be called, is one of the conspicuous 
earmarks of successful service. 


DISPLAY RECOGNITION HAS BEEN RECEIVED 


By SOL FISHER 
Fisher Display Service 
Chicago, IIl. 


Worn the tremendous depression that 
business has felt during 1931, the window 
display installation profession can easily say 
that the reduction in volume was not as 
large as in other lines of endeavor. I be- 
lieve that only a 10 per cent reduction in 
volume was had in the window display in- 
stallation profession throughout the coun- 
try. National advertisers and manufactur- 
ers were forced to cut their expenditures 
to the bone and naturally window display 
installation came in for its share. 
However, it is gratifying to note that 
those display services who are organized 
on a business-like basis, who are recog- 
nized as reputable, are still in business 
today. This cannot be said of many other 


lines of endeavor. Some of the strongest 
organizations in other lines of endeavor 
were forced to the wall, but this cannot 
be said in the window display installation 
profession. Therefore it is my opinion that 
window display installation is in such shape 
that when the smoke stacks begin to smoke, 
when the factories begin to hum, they will 
be ready for a tremendous volume of busi- 
ness which I expect will come to them in 
the near future. 

Day by day, window display installation 
is being given more recognition, and there 
is no question in my mind that within a 
short time window display installation will 
be placed on the same plane as any other 
advertising medium. 


VALUE OF “POINT-OF-PURCHASE” ADVERTISING 


By H. R. KREITZ 
Western Display Co. 
St. Louis, Mo. 


Does the national advertiser realize the 
full value of point of purchasing advertis- 
ing and how to preserve this valuable me- 
dium? Is he not largely to blame when 
dealer after dealer withdraws window space 
from national advertisers? Prior to 1914 
comparatively few national advertisers em- 
ployed window display advertising to sell 
their merchandise. They depended upon the 
retail dealers to make window installations 
for them without any system or rule; sent 
out window display material promiscuously 
with nothing but a hope that it would ap- 
pear in a dealer’s window. 

During 1914 it became apparent to many 
men in the advertising business, and to 
many men handling advertising for national 
accounts, that systematic, regulated window 
installations could be bought. Advertisers 
were largely instrumental in causing window 
installers to make contracts for installing 
windows of their products in dealers’ stores. 
Today there is hardly a city of any im- 
portance that does not have one or more 
very reliable window installation companies. 
Companies that make, it their business to 
give the window display material of an 
advertiser a business display administration 
with real sales pull in place of the former 
cluttered-up windows. 

Today, however, we find a strong move- 
ment on the part of retail dealers reverting 
back to the “cluttered-up” window. Who 
is to blame for this condition? This ques- 
tion has been asked many times by installa- 
tion men and advertisers, and the blame 


rests largely on their shoulders. We find 
window installation companies trying all 
kinds of freak schemes to secure business. 
Many are influencing retail dealers to take 
their best window space away from national 
advertisers and to trim these windows with 
store merchandise. These installation com- 
panies are even contracting the stores for 
such installations. Then, in turn, they write 
to the advertisers for dummies, small cards, 
etc., advising the advertisers that they have 
so many stores under control for exclusive 
window display privileges. The advertiser, 
without investigating conditions, believes 
these fabulous stories and in some instances 
is inveigled to place a contract for installa- 
tion of their advertising display material. 

What really happens? No one can really 
get more than what they pay for. There 
is no company that can stay in business and 
sustain continual losses. The advertiser that 
helps a company of this kind is merely 
helping to destroy valuable advertising space 
for himself. Thousands of “dummies” sent 
to installation companies are used for fuel; 
others fall into unscrupulous hands. 

If the national advertiser would give seri- 
ous thought and consideration to his window 
display advertising in its production and in- 
stallation, he would find it the cheapest form 
of advertising that money can buy. Nine- 
teen Hundred and Thirty-two will help rem- 
edy this condition, and when fair play in 
all forms of business and display exploita- 
tion is assured, prosperity’s return will be 
heralded. 








14 DISPLAY WORLD 


Experience in the 
Field of National 
Installations 


By ROY MOE 
INSTALLER 
STEFAN, INC. 
MILWAUKEE, WIS. 


—Example of “photo check-up” system as 
employed by “Stefan”’— 


A MAGNIFIED hammer, a box of tacks, a bundle of 


crepe paper and my work, that of a window installation 
man, was started. And, I now confess, my first thoughts 
on venturing into the installation display field went to the 
number of displavs I could install a day, regardless of 
quality and without a thought to the advertiser’s require- 
ments. That, of course, was before I entered the services 
of my present employers and became acquainted with their 
ideals. I soon learned the importance of installing displays 
that would conform to the manufacturer's specifications, and 
the rigid requirements which resulted in quality and not 
quantity displays. 

Window display advertising to be effective must be out- 
standing. The fact that this form of merchandise presenta- 
tion has been developed to such an extent as to make is so 
has resulted in its becoming a more popular method of 
manufacturer advertising in marketing products. Neatness 
and uniformity of display presentation is vital to the suc- 
cess oi a campaign; however, [ am wondering from the 
subject of my work as a display installer. Let me continue: 

To satisfy both advertiser and employer J must first 
secure the goodwill of the merchant in whose store the 
display I am working on is to be installed. It is impossible 
to lay down any specific system for creating goodwill. Each 
case is different and the individual must be guided by the 
particular conditions surrounding each merchant. The main 
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object is to sell the dealer the merchandising value to be 
derived from each display installed in his window. 

When I receive the quota of displays to be installed in my 
territory, and if I am in doubt as to the proper location for 
these displays, I, as well as the rest of the men in our 
organization, refer to a cardex file which shows the exact 
size and number of windows in the store. This file shows 
a photograph of the store and contains information relative 
to the type windows, whether open or closed backs. adver- 
tising value, etc. This file also shows the date of installa- 
tion and name of the previous products advertised in the 
windows. 

Of the two methods of booking windows, telephone and 
personal contact. I find the latter best suited to my particu- 
lar requirements. I work in the same territory all the time, 
which means that I contact the same merchants; naturally, 
my installation service to the dealer must at all times be 
satisfactory and my contacts numerous. Just as soon as a 
dealer in a certain territory is not contacted for four weeks, 
we, the trimmers, are immediately questioned by our organi- 
zation. 

I book every window in advance of its installation date 
and have found that this method has proven most successful. 
Upon completion of installation a photograph is taken of 
the display with a vest pocket size camera. A print of the 
display is shown the advertiser as well as the rest of the 
organization. This check-up system keeps installations 
authentic, while the pictures become a filing system for 
future reference. 


—This instailation was prepared by Roy 
Moe—note the identification— 
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" AIN STREET’—A Highway to Bigger Busi- 
ness—leads directly into the better understanding of 

the window display advertising medium and the knowledge that 

even the finest art and lithography is lost without equally fine instal- 

lations. Boasting model displays in model store fronts on a model street 

—“Main Street” is a gallery and laboratory in one—devoted to the new, the 

striking and the progressive in window displays. It is a permanent exhibit in 

which something new always will be shown. But its underlying principles shall re- 

main the same—to bring concrete proof of the sales-effectiveness, economy and good-will 

creating powers of the window display advertising medium. 





CCLAIMED as the finest exhibit of the window display advertising medium in the country, 

‘Main Street” definitely shows that the Hanick Window Display Installation Service has 
recognized and met its responsibilities as artists and as merchandising men. Over 100 national 
advertisers are entrusting the installation of their displays to us. It is safe to assume that in 
the wealthy Philadelphia Market—where there are 20,960 stores at your disposal—the way in 
which to reach the buying public surely, quickly, repeatedly and economically is by good window 
display material made effective by Hanick choice of locations and Hanick installations, 





You Are Invited to Visit “MAIN STREET” 


SERVICES THE 


AVAILABLE 1 HANICK o. 


in Window Display Installation Service 


Eastern Pennsylvania 
Southern New Jersey ELEVENTH and WOOD STREETS 
Delaware PHILADELPHIA, PENNA. 
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Frankness About Display Advertising 


By JEAN HANICK 
S. J. HANICK DISPLAY SERVICE, PHILADELPHIA 


L ET’S be frank about it. Why kid ourselves? It is as 
true as the stars shine above us that window display adver- 
tising is the most economical and effective advertising 
medium in existence. One must but take a glance in the 
highways and by-ways of any city or hamlet to see window 
displays installed in dealers’ windows featuring nationally 
advertised products. On the other hand, glance over the 
pages of our popular weekly and monthly magazine and 
notice how the advertising pages have decreased. Why? 
The depression? No. 

National advertisers have discovered that advertisements, 
where it is necessary to turn pages to notice them, are rapidly 
becoming prosaic. People read fewer magazines today than 
they have ever done—not because our magazines are less 
interesting but because people are always on the go, always 
rushing, always in a hurry; they have no time to read. 

With window displays, however, one doesn’t have to turn 
pages to see the products advertised. He or she are im- 
pressed by the colors of the display in the dealer’s window; 
they almost seem to say, “come in,” “buy this product,” and 
that’s why broad-minded advertising agencies, today, are 
recommending window display advertising more than ever— 
it’s the medium that helps to sell. 

During 1931 we have installed more displays than in 1930 
and a large percentage came to us through the recommenda- 
tion of advertising agencies. I recall one particular instance 
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—Who doesn’t remember the 
startling, three-piece display 
produced by “Coca-Cola” during 
the summer of 1931? It was one 
of the most original and differ- 
ent “dealer display helps” cre- 
ated in 1931. It found great 
favor throughout the country. 
Many installations received 
were not worthy of the display. 
The “Sol Fisher” installation, 
however, shows what could and 
should have been done— 
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last year prior to the Easter holidays where 1,500 installa- 
tions were made by us in one week of a product featuring 
meat. The order came through an advertising agency, and 
I am told the advertiser increased his business 50 per cent 
ever 1930. Now isn’t that proof that window display adver- 
tising is the most economical advertising medium in exist- 
ence? Could newspaper advertising have done it? No. It 
was tried out in 1930 and it was very disappointing. It would 
take many pages to enumerate hundreds of instances where 
window display advertising has increased the sales of manu- 
facturers’ merchandise, and in most cases no other mediums 
were used. 

Last summer we introduced a new insecticide in the 
Philadelphia market through window displays and the serv- 
ices of one salesman who secured distribution in 500 neigh- 
borhood drug stores. We installed a display in each and 
every one of those stores, and in every instance the dealers 
have re-ordered either once or twice (not a twelfth of a 
dozen but orders ranging from one dozen to one gross lots). 
Did the manufacturer use other mediums? No, only window 
display advertising. 

During the months of July and August we had the privi- 
lege of making a test of the advantages of window display 
advertising for a brand-new sunburn remedy. Not a penny 
was spent by these manufacturers for any other advertising 
medium. Distribution in 150 high-spot locations was secured 
by us, with the aid of window displays and a consignment 
shipment of one dozen bottles. Did we take any unsold mer- 
chandise back from any of the 150 dealers? I should say not. 
On the contrary, ninety-six dealers re-ordered, the other 
fifty-four dealers sold their entire allotment while the dis- 
play was in the window. 


—The average installation serv- 
ice makes no attempt to secure 
different set-up arrangements 
where a three or four-piece dis- 
play set is to be used in a cam- 
paign. And, when a set consists 
of three or four differently 
shaped pieces, the trouble be- 
gins. This “Fisher” display, 
however, shows how clever in- 
stallations of such display pieces 
can be made. Notice the 
balance— 
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We had a similar instance with a bread display; a ginger 
ale display; a cigar display, where no other advertising 
medium was used, and in each case window displays helped 
to increase sales. 

For 1932, the outlook for more users of window displays 
is very bright, and last year’s users will use more displays 
this year, because, as I have already mentioned, advertising 
agencies will recommend this medium to their clients. Manu- 
facturers who have their own advertising manager will be 
asked for a larger appropriation for window displays, and 
incidentally when we mention window display advertising we 
don’t mean displays mailed to the dealers; we don’t mean 
displays installed by the salesmen (who are neither salesmen 
or window decorators), but we mean installed displays by 
reputable window display installation service organizations 
who specialize in the installation of displays for national 
advertisers—you will find at least one of them in each city 
who comes well recommended by the local association of 
retail druggists, by the wholesale jobbers, by their local job- 
bers and by their local Chamber of Commerce. 

The Display Installation Association of which I have the 
honor of being secretary will be glad to furnish information 
concerning such organizations, territory, circulation, number 
of drug stores, grocery stores, etc. 


Installers Have Manufacturers’ Confidece 


By WALTER G. VOSLER 
CINCINNATI DISPLAY SERVICE 


P OSSIBLY the best proof of the dominant position the 
display installation business has achieved in advertising 
circles is proved by the degree of stability which this medium 
of advertising has shown during this trying period of eco- 
nomic pressure. Being engaged in this business and in con- 
stant and close touch with many of the leading installation 
companies, I know that generally the 1931 volume of our 
business has declined to no appreciable extent; in fact, an 
increase has heen shown in many of the larger trade centers. 

It is true that there has been considerable shifting of 
accounts which is natural when some advertisers have been 
compelled to retrench so drastically. In many cases it was 
necessary to use the pruning knife on advertising budgets 
until it hurt, but in most cases window display was the last 
to get the knife, if at all. 

On the other hand, there are many concerns who are 
still pushing hard for business and with fine results. Many 
of these have turned to window displays as a more productive 
advertising medium, and this has created a new group of 
converts to the effectiveness of professionally installed win- 
dow displays. 

The inherent value of the medium, its low cost circula- 
tion and its location at the point of sale have been the prime 
factors in its increasing favor. And the effective use of the 
medium has been found to hinge very strongly on the valu- 
able service which the country’s leading display installers 
have to offer. This created a greater respect and apprecia- 
tion for the excellent job which the installers are in position 
to render to make the window display budget do a real 
advertising and selling job. 

Various advertising media have had a most difficult 
struggle to maintain their relative positions during the 
present economic crisis, and it is evident that the weak must 
fall by the wayside. This is why the country’s installers 
have much to be thankful for and they can enter the new 
year with an enviable record and the utmost confidence that 
a nice volume of business awaits them this year, whether or 
not the long-expected turn upwards in the business trend 
occurs. 

It is indeed a credit to the display services that they have 
made such a creditable showing and with the constant im- 
provement of installation methods and closer check-up, ad- 
vertisers can have every confidence that their use of window 
displays executed by established display services will give 
them a greater return per dollar than can be obtained through 
any other advertising channel. 
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Six Reasons Why 
You Should Use 
Fisher Windows 


1. Fisher Windows are as carefully 
planned as national advertisements 
.... that’s why they pull so power- 
fully. 





2. Photo check-up system guarantees 
installation of window displays. 
You can see for yourself how uni- 
formly ... . how intelligently ... . 
how effectively your display ma- 
terial has been installed. 


3. Judge Fisher Windows by the sales 
they produce. . . . not by the price 
they cost. 


4. Each Fisher Window is backed by 


20 years’ experience. 


5. A crew of trained window trimmers 
is at your service at all times. 


There is never an occasion... . no 
matter how large your window in- 
stallation order . . . . when it is neces- 
sary for us to hire extra help... . 
usually untrained men. 


6. You pay for a good window instal- 
lation job... . that’s what we give 
you. Fisher prices were not cut for 
the simple reason that they were bed 
rock prices. 


No wonder Fisher installed windows 
produce sales . . . . no wonder they 
are used by leading drug trade manu- 
facturers .. . by national advertisers. 


Investigate! 


it, ill, 2 


Fisher Display Service, Inc. 
553 West Lake Street 
Chicago, Illinois 
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1932 and Window Dispiay Advertising 
By FRED L. WERTZ 
WINDOW ADVERTISING, INC., NEW YORK CITY 


W INDOW Advertising, Inc., specialists in the installa- 
tion of window displays for the manufacturer, is closing by 
far the best vear in its history. Installing displays in more 
than 4,000 cities and towns throughout the United States and 
Canada, the total volume for 1931 has been considerably in 
excess of either 1930 or 1929. Reports from 116 associates 
located in the principal cities of the country confirm our 
own experience, and the total business done in the industry 
will undoubtedly exceed previous years. Very few national 
advertisers have decreased their appropriations for installed 
window displays, while more and more of them are realizing 
that window displays mailed out to dealers are far more 
expensive per showing secured than are those professionally 
installed. 

Another factor operating to increase the volume of pro- 
fessionally installed windows is the fact that satisfactory 
and responsible installation work can now be had covering 
the entire country, whereas a few years ago there were 
only a few points where this could be secured. With closer 
organization in the installation field, better methods for 
handling the business have been found; waste has been 
eliminated, and system introduced where no system previously 
existed. Every industry has had to go through a beginning 
with high costs and resultant high charges, and it is only 
after experiments are finished and the industry organized on 
a definite working basis that economics are effected so that 
the industry can operate on a systematic low cost and give 
the user of its service or merchandise greater value for each 
dollar spent. 

In May, 1928, when Windcw Advertising, Inc., started 
in business, we had about eighty associates, and these eighty 
were chosen after almost three years’ careful investigation 
in our determination to get the best services that were oper- 
ating in each different city. Our policy has always been to 
retain an associate so long as that associate would give 
satisfactory service to use and to our clients. In the three 
and one-half vears we have been in business we have only 





—When a manufacturer con- 
siders displays seriously, some- 
thing is going to happen. 
Something did happen when 
this “Dorothy Gray” display 
appeared. It was so new, so 
beautiful, so interesting that 
good installations were as- 
sured. Where the installation 
concern developed a display 
complementary to the “dealer 
display helps” an_ effective 
window resulted. This “Neigh- 
borhood Stores” display shows 
splendid taste in insta'lation— 














found it necessary to change associates in less than twelve 
cities, which is rather conclusive proof of the high standard 
of work being rendered by these men, because our require- 
ments are acknowledged to be rather more stringent than the 
requirements of the average advertiser. During this same 
period of three and one-half years, we have never lost but 
one major advertising account, and this also is rather con- 
clusive proof of the high quality of service rendered by 
organized window display installation, as well as proof of 
the continued interest of the advertiser in this medium of 
advertising. 

If advertising agencies are made to better understand 
the situation, they will put more and more of their appro- 
priations into point-of-sale advertising, knowing that the 
money thus appropriated will be economically spent and the 
work systematically handled. 


We believe, also, that retailers are realizing more and 
more the value of closer tie-up with nationally advertised 
products, and with the high degree of efficiency attained by 
service men today we have no difficulty in securing window 
display space in the better type stores for any nationally 
advertised product. 


As far as 1932 is concerned, the outlook is indeed very 
bright. Window Advertising, Inc., has thirty-five active 
accounts on its books, and we do not know of a single one 
of these who are planning to use less work for 1932 than 
they did for 1931, while some have already indicated their 
intention of doubling and tripling their use of installed win- 
dow displays. Based on this indication we expect to see a 
large increase in the industry next year. 

A few years ago when advertisers were unable to secure 
reliable installation service covering the country there was 
good reason for their refusing to appropriate large sums of 
money for window display; but today, when they can plan 
window display the same as they plan any other advertising 
medium, and can put in just as many or just as few displays 
as they please, in any city in the United States, and have 
these displays in the window during the week or weeks they 
want them, in order to tie up with other campaigns, there is 
no reason why this medium should not come into its own and 
receive a much larger share of advertising appropriations in 
the future than it has in the past. 


—The splendid use of “billow- 
pak” for a background and 
pedestal displayers in this 
“Gem” trim; the excellent “off- 
balance, balanced” grouping of 
the “dealer display helps” and 
background, removes this in- 
stallation from the ordinarv 
and places it in a class by it- 
celf. Installation by “The 
Neighborhood Stores Display 
Service, Inc.,” Chicago— 
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This Rich Market 
ls Active... 


New England is a rich, active market where 
good window displays will add the necessary 
punch to turn your advertising and sales work 
into actual sales, NOW. Get all of your dis- 
plays into windows—not stacked in basements 
—hby using the reliable New England Display 


Send for helpful pamphlet, Service. All windows dressed by experts and 
“‘Window Display Data a b 6 ite 
Covering the personally inspected by a member of the arm. 


New England Market’’. We can book locations for you if you desire. 


NEW ENGLAND DISPLAY SERVICE 
108 Massachusetts Ave. 


Boston, Massachusetts 
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WINDOW DISPLAY 
AT ITS BEST 


A PROSPEROUS MARKET WHERE DISPLAY INSTAL- 
LATION CAMPAIGNS CAN DO A GOOD SELLING JOB 





Don’t Pass Up Cincinnati! 
VV av 


CINCINNATI DISPLAY SERVICE 
519 Main Street Cincinnati, Ohio 
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A Trend Toward Better Displays 


By CARL V. HAECKER 
MONTGOMERY, WARD, CHICAGO 


I HAS been my privilege and opportunity to visit a great 
many retail stores throughout the United States during the 
past year. Not only have I visited our stores but stores of 
our competitors, including some of the finest and best retail 
stores in the United States, some of the smaller shops and 
stores that are doing an outstanding business, various types 
of chain stores and some of the popular priced department 
stores. Also, I have attended and addressed, incidentally, 
quite a number of advertising clubs and merchandising 
groups in various parts of the country. 


In every instance one can notice a decided trend towards 
better displays. When I speak of better displays I refer to 
the type of display that ties up with the artistic side, the 
very practical fundamental basic principles of selling mer- 
chandise. More and more in every line of retailing can we 
see a definite trend towards presenting the merchandise in 
such a manner which will bring the customer to the mer- 
chandise.. By the proper presentation and careful handling 
of this merchandise more sales are created, and display, as 
a profession, hecomes more and more recognized as an im- 
portant contributing factor in retail distribution. 

To the display director who recognizes the fact that 
display and advertising is an actual part of retailing, the 
possibilities for his success are unlimited. Nothing can sell 
the employer on the benefits of display as can the net results 
of selling merchandise. Consequently, then, it is obvious 
that all of us in this great profession must realize the prac- 
tical side of the job and must always remember that Mr. 
and Mrs. Consumer are the ones that must be considered. 
After all, it is Mr. and Mrs. Consumer upon whom the 
success of business depends, for they keep the wheels of 
industry turning and the nation at its best. 

Attracting attention, arousing desire, stimulating action 
in a practical selling sense is the solution of the problem 
which will make the individual displayman more successful 
and the profession recognized as a forceful means of stimu- 
lating business and selling more merchandise at a profit. 


Bringing Displays Up to Store Standards 
By M. F. HERSHEY 
STEWART D. G. CO., LOUISVILLE 


Brinc your window displays up to the standard of your 
store and your clintele and the people who pass on the 
street will come to your windows. This may be accomplished 
by a thorough and scientific study of your store, your clien- 
tele, your geographical location and your sound judgment 
in planning your routine, institutional, promotional and sea- 
sonable displays. 


Thought, sound judgment and great effort must be given 
these various divisional displays to time their installation 
most advantageously. Routine displays must be neat, thor- 
ougt and must possess some definite pulling power, namely, 
price, style, color or composition. 

Institutional displays must possess historic or civic in- 
terest, character, dignity and human appeal. They must be 
thoroughly executed and details not neglected. Promotional 
windows should excel in the following qualifications. A 
definite idea of the merchandise you are promoting, simply 
conveyed, at a glance by the passers-by. Price, style and 
quality are prime factors in these displays. Arrange your 
displays knowingly, that your passers-by may at once sense 
the feeling that a great promotion is now on in the store. 

Seasonable displays lend themselves more freely and 
probably give the display manager more opportunity than 
any other. Here may be installed mechanical, art and human 
interest. Study subjects to secure a precise and thorough 
tie-up with seasonable merchandise. 
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Again I wish to stress the importance of thoroughness, 
neatness, complete harmony or dashing contrast, and well- 
executed composition. Attention. Good copy on window 
cards is almost as essential as a good window. Poor copy 
has defeated the best-laid plans and arrangements of many 
good displays. Don’t neglect the copy that is so vital in 
your final, perfect picture. Liken it unto a “Rembrandt” 
without the signature. 

If a displayman is capable and follows these plans he 
will not seek a new position every few years. Displays of 
this kind, consistently and thoroughly carried out, reap their 
quota of sales and success. 


Courage to Face the Facts 


By E. W. QUINTRELL 
ELDER & JOHNSTON, DAYTON 


T ue New Year should bring forth many new develop- 
ments in our country, both commercially and industrially. 
Stocks are down, shelves are depleted and many thousands 
of people are sorely in need of commodities that make life 
worth living. 

There are many display departments which have been 
using, for the past year, fixtures, models and other equip- 
ment that should be replaced with new. Therefore, it should 
be a good year for the manufacturers. 


When money starts circulating, all industries will be 
benefited. This depression has taught a great lesson to the 
displaymen of this country. It has taught them the lesson 
of economy and that you do not have to spend a fortune to 
have attractive sale-producing windows. However, what 
merchandise is bought must be of a good quality or it will 
not stand the test of time. 


Many display departments have had to cut their per- 
sonnel in keeping with the policies of their store. I feel, 
with the era of prosperity which is bound to come in the near 
future, they will again carry on with the same number of 
displaymen as they previously had. 


So displaymen everywhere should have courage to face 
the facts as they now are and prepare for the future by plan- 
ning their department to meet the trend of bigger and better 
business. 

Buck up, displaymen! Put your shoulders to the wheel 
and let’s all push together for the betterment of our profes- 
sion. 


Keep Display Geared to the Times 


By CARL H. SHANK 
STIX, BAER AND FULLER, ST. LOUIS 


S TATISTICIANS have been bombarding us with statistics. 
Prophets have been forecasting. Sages have been over- 
whelming us with wise quips of wisdom, but as yet no definite 
formula has been promulgated that would prove a panacea 
for the ills of business. And so I hesitate to add to this 
great wealth of wisdom my own ideas, for, after all, are not 
we of the display fraternity endeavoring to the best of 
our ability to bring about a change for the better? 


Frankly, however, I personally feel that the policy of 
aggressively merchandising our windows, which we have 
been operating under recently, is a wise one when the exist- 
ing conditions are fully considered. At the same time it is 
obvious that to resort to the drastic tactics which we have 
found necessary this year would have most emphatically 
been a grave mistake twelve months ago. Similarly it would 
he folly to predict now the practices that will be necessary 
next year. 

The policy I would recommend for 1932 would be one of 
“keeping your organization geared to the times,” and to keep 
paramount the thought of meeting the day’s problems with 
the day’s needs. 
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Display Can “Stand On Its Own’”’ 


By A. J. ROEDER, D.D. 
WM. H. BLOCK, INDIANAPOLIS 


M OST of our problems for 1932 can be solved by plan- 
ning, analyzing and getting down to “brass tacks,’ instead 
of continually “singing the blues.’ Remember, our stores 
will be in business for years to come, serving the same 
clientele, and whatever is done to hurt the prestige of the 
store will be held against it for years to come. 

This is why merchants need better displaymen; display- 
men capable of producing high-class, sales-getting displays. 
We must prove that the world is going ahead. Sales can 
be increased by better merchandising, advertising and dis- 
play. Let us strive to awaken in the public the realization 
that business sentiments are steadier and more alert. 


In 1932 let us do away with the “hurrah” idea—let us get 
display back to earth. Let us prove to a doubting “Mis- 
sourian” retail world that display can stand “on its own,” 
and that display in the hands of capable leaders will turn 
the trend from saving, economizing and the effects of de- 
pression to spending, buying and the healthfulness of pros- 


perity. 


Old Display Methods Have Been Discarded 


By L. L. WILKINS, D.D. 
KERR, D. G. CO., OKLAHOMA CITY 


In MOST stores a few years ago the displayman was re- 
garded as a mere window trimmer. Theoretically, he did 
not know fashiens; he did not plan displays in advance— 
he just posed a given group of merchandise artistically in 
a window without any thought as to the merchandising or 
sales value of the display. But today we have a new dis- 
playman or display manager—a display promotion expert. 
The duties of such an executive are to increase sales, pro- 
mote fashions and make a store a civic institution—all by 
the means of display. 

In recent years there has been a decided awakening among 
retail merchants. Old display methods have been discarded, 
and while a window cluttered up with every conceivable 
article was once thought good window merchandising, such 
displays have lost favor. Today, among progressive mer- 
chants, one will find displays concentrating on few articles 
only. And, such merchandise that is displayed is arranged 
by a man versed in advertising, display and sales—in fact, 
a display executive with a keen appreciation of merchandis- 
ing. 

Good window displays do sell merchandise. And a con- 
tinued progressive attitude on the part of display managers, 
or display promotion experts, during the new year should 
greatly assist in hastening a renewed buying activity for 
the year 1932. 


Concerted and Coordinated Display Effort 
By CLEMENT KIEFFER, JR. 
THE KLEINHANS CO., BUFFALO 


N wereen Hundred and Thirty-one is history and 
along with 1930, 1929 and all the others, their prognostica- 
tions have been filed in the archives of past performance. 
Past occurrences build experience, and experience is some- 
times an expensive mentor. 

Perhaps many displaymen will view the new year “32” 
with optimism and predict that everything will right itself 
through the proper display of merchandise in their respec- 
tive windows. But in my opinion it will take more than 
the display of merchandise to create sales. It will require 
the concerted and coordinated effort of every member of 
any retail establishment—a small business with five em- 
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ployees or a large department store with 5,000. Merchan- 
dise will have to be bought right, dramatized properly, ad- 
vertised and displayed; supplemented with proper interior 
trims to remind the customer that the particular article in 
question was the one which he or she saw advertised. 

Buying inclinations must be coaxed, which means that 
every display manager, no matter how arduous his tasks in 
1931 were, will have to double his efforts in 1932. 

Prosperity may be around the corner, but while all indi- 
cations point to care and world-wide compromise it behooves 
one to keep right in working harder than they ever worked 
before. 

Remember the axiom of the Greek philosopher Epicurus, 
who said: “The greater the difficulty the more glory in 
surmounting it.” Skillful pilots gain their reputations from 
storms and tempests. 


Merchandising and Promoting Display 
By THOMAS J. BROWN 
JORDON MARSH, BOSTON 


D EPARTMENT stores of today offer greater opportunities 
to the displavman than ever before in the field of sales pro- 
motion, merchandising and display. The displayman has 
the advantage of the entire store for his possibilities of 
these three most important functions by using the vision he 
possesses. There was never a better time for new ideas in 
promoting and presenting merchandise as is in this competi- 
tive age. 

All stores have been driving for sales volume and rightly 
so, but in most instances we have neglected to put a new 
idea into the drives, consequently all stores seem alike and 
have become monotonous to our customers. 

Since the displayman has the entire store for his field 
it becomes his duty to turn his ideas into merchandising and 
promotion. For instance, if blue is good in coats and dresses 
it is naturally active in silks, hats, etc. He should suggest 
to the promotion manager and merchandisers a drive on 
blue; line up windows, store interior and ads. Get every 
possible sale out of the current fashion. Price doesn’t make 
any difference. The woman who buys the $7.95 dress wants 
the right color as well as the $79.50 customer. 

The possibilities for merchandising and promoting win- 
dow displays are unlimited. A new idea in presenting mer- 
chandise is refreshing to the customer and the store. 


It’s Great To Be a Displayman 
By DONELD E. SPRINGER, D.D. 
PORTER CLOTHING, JACKSONVILLE, FLA. 


Just stop a few minutes to permit the title of this mes- 
sage to penetrate that ever-changing, dreamy, imaginative 
mind of yours. 

Several vears ago we had the profound pleasure of re- 
vealing our taste for things artistic. We had most every- 
thing our own way; we had a rather liberal budget to work 
with; plenty of help; everything was on the up and up, so 
to speak. 

Through the exigency of an economic public we have had 
a great time matching our merchandising ability with the 
minds of the potential customers. After floating around on 
the sea of ideas we finally sound the gong of the cash 
register with new selling windows depicting simplicity. 

We have now come to realize the importance of another 
display development, that of a dramatic appeal to the human 
emotions; the pride of ownership, comfort, pleasure, health, 
utility, and fear. They are impelling forces that produce 
action. One or more of the above named forces must be 
used in most every window to produce sales. 

A study of modern psychology is most helpful to the 
displayman of tomcrrow. Weighing the many problems of 
the displayman with the supreme pleasure of realizing pro- 
ductiveness, I am sure you will agree with the title: “It Is 
Certainly Great to be a Displayman.” 
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1932—What the Displayman Should Do 
By EDWARD E. O’DONNELL 
SISSON BROS.-WELDEN CO., BINGHAMTON, N. Y. 


T us year will see the most intensive sales promotion 
ever conceived in an effort to bring about the speedy recov- 
ery of general business conditions. Although retail mer- 
chants will continue to use valuable advertising space in 
daily and Sunday papers, you may feel sure that the win- 
dows of every wide-awake retail establishment will be work- 
ing twenty-four hours daily in a real effort to increase sales. 


Sales promotion through window display was a strong 
factor in keeping up volume during the trying year of 1931, 
and we must expect to do even a better job during this 
present year. More thought will be given to the selecting 
of merchandise that will appeal to the buying public, and 
the writer sees a continuance of the price window. By this 
we do not mean heavy trims of a conglamoration of mer- 
chandise, but neat, attractive displays featuring one or two 
price lines. A canvass of many of the better stores will 
prove that this method is proving very popular in all parts 
of the country. 

It is very possible for any displayman to continue to pro- 
duce most attractive displays, but still keep in mind his real 
job—to sell more merchandise. The store that has a definite 
plan of events for the year now started and that makes use 
of its most valuable asset, display windows, will find that 
in the proper handling of these windows a vast amount of 
business will result at the end of the year. 

Let us forget 1931. Concentrate on the real task ahead; 
and feel that in doing our work well we are aiding in the 
quick return of better times. 


The Curtain Is Up On a New Act 
By O. WALLACE DAVIS 
H. BATTERMAN CO., BROOKLYN 


N ow, listen: I know you fellows are fed up on this 
depression stuff, but when “prosperity” had the “spot light,” 
I was the most enthusiastic booster in the house. And now, 
just because the act “depression” is putting on doesn’t meet 
with your approval, there’s no reason why I should with- 
hold my applause. But, say, let’s be honest! Did you ever 
see a “guy” put a thing over in such a big way? This boy 
is good. He started in by crashing the gate—like a regular 
“Cockneyed Connelly ;” helped himself to a “ringside” seat: 
hasn’t missed a turn nor called a false shot, and still seems 
to have plenty left for the last round. So, come on! Let's 
give the old boy a great big hand. 

But, what’s this got to do with display? Well, remember 
how, during the “hey-day” of prosperity, many a man coasted 
along, secure in the belief that his work was putting things 
over? Remember how we thought we were making a place 
for ourselves in the sun—putting the store on the map and 
producing results that were keeping the “cash register” 
ringing in rythm to our efforts? Remember ?—when after all 
we were just so many bits of driftwood riding on the “crest 
of the wave.” 

The curtain is up on a new act. It’s going strong. It’s 
not popular, but the management seems reluctant to call it 
off. But, how are you as a displayman going to meet the 
situation? How are you going to cope with the demands 
of the times? Can you deliver the goods? 

Now’s the time to demonstrate the fact that the display 
profession is equal to the emergency—equipped to stand the 
stress of the times. Now’s the time to show that we're not 
merely dreamers—artistic nuts—temperamental fools—or 
some other of the fifty-seven varieties of numbskulls—that’s 
what some would infer. Now is the time to prove that we 
take display work seriously; that we can analyze conditions 
rightly and adjust ourselves to the need of the hour; that 
whims and fancies can be discarded, and talents applied to 
the serious business of “sending sales soaring.” This is the 











% 
a 
id 





ores a 
= 


RTE F 

















CONT 


ADS Papo 2 ay 


ESR 





January, 1932 NINTH ANNUAL DISPLAY REVIEW 


{ime of a great display opportunity; a day for a great “come 
back” to the practical application of window display. 

Let us give them merchandise to look at; prices to read; 
arguments and explanations to convince, and goods to carry 
home. Let’s not let our displays go “hay-wire” in our effort 
to do the unusual, or to be original. Let’s be a little more 
conservative—yes, even risk being a bit old fashioned. Let’s 
be practical in our displays; definite in our presentation of 
merchandise; prudent in our expenditures, and alert to the 
possibilities of the moment. Let’s not count the hours. Let's 
not spare ourselves, but do our “darndest” to improve dis- 
plays—we can then rest content that no man can do more. 

Doing this will bring us to the “city of happiness” in the 
state of contented mortals. And, here’s hoping that we all 
get there this year. May better times, brighter skies, bigger 
and better opportunities be everyone’s lot this year. May our 
“rabbit’s foot,” “four-leaf clover,” “black cat” or “horseshoe” 
do double duty this year. But should conditions seem tryin, 
just recall this thought—it’s ever old, yet ever new: 

“Tt’s easy enough to be pleasant 
When life runs along like a song; 
But the man worthwhile 
Is the man who can smile, 
When everything seems to go wrong.” 





Past Accomplishments and Future Trends 
By CHAS. L. JONES 
RUCKER-ROSENSTOCK, PETERSBURG, VA. 


W HEN one undertakes to write or speak on the subject 
of display he has one of the most difficult jobs known. The 
various hackneyed phrases about, “the windows are the eyes 
of the store,” and “your display is an expression of the cnar- 
acter of your store,” these and like phrases bob up most 
every time one undertakes to deal with the subject. But 
display is too important and too vast a thing to ever be 
summed up in one phrase even if we would use, “Display 
is the life blood of retail selling.” 

Retail store display is one of the most evolutionary 
branches of the retail business, as any photo over two or 
three years old will plainly show. To sum up the past 
accomplishments of the interesting business of display would 
take volumes, to do it briefly, one could by no means treat 
the subject fairly; but, here are a few words that will give 
some idea to the reader of the displayman’s contribution to 
this important work that is being used by progressive stores 
everywhere. 

The displayman, by his determination to create attractive 
windows, has made every important shopping district in 
America a more interesting and a more beautiful place to 
visit. 

There are displaymen throughout the United States who 
have caused more mouth to mouth publicity for their fine 
stores than any owner could hope to buy directly with his 
dollars. And these lovely windows have clinched the nail of 
goodwill in the customer’s mind as the alert displayman has 
constantly produced beiter and better windows and interior 
displays. 

There is a continual improvement in display, which proves 
that the men in charge of this work are not satisfied; down 
deep in the nature of every real displayman there is that 
desire to create more beautiful windows in the future than 
he has ever dreamed of in the past. This brings us to our 
second point, namely. “future trends.” 

In reference to the future of display, all that one need 
say is that the future is safe, because, as before stated, that 
little something imbedded in the very life of every real dis- 
playman will keep him dissatisfied with all past accomplish- 
ments, and drive him on and on to more beautiful, more 
unusual, more interesting and more powerful and compelling 
displays. 
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The Continental 
Idea 


By ALDEN CUMMINGS 


DENNISON MFG. CO. 
FRAMINGHAM, MASS 


I; WE are to consider the problem of modern window 
decoration in any appreciable extent we are certain to run 
into the 4o-called “Continental Idea” of window layout 
Having used illustrations that reflect this tendency with past 
articles of this series it might be well that we consider this 
type of design. 

As the name suggests, the general idea has been imported 
from Continental Europe. It might be said that the theory 
has been imported, for the idea as a whole is so amazingly 
simple and adaptable that most examples seen in this country 
have been very Americanized when seen and compared with 
foreign models. In appearance this design is not particularly 
like the so-called Modernistic types, and it has very little 
relation to accepted period models. The idea, as it is being 
developed in this country, is along much more simple lines 
than its parent abroad. A discussion of this point and the 
argument of European vs. American design and taste has 
little place here, but we might say that this design, being 
built entirely upon a 100 per cent dramatization of the mer- 
chandise to be displayed, is immediately adaptable to any rea- 
sonable good taste or promotion. 

The entire idea is actually a commercial adaptation of 
the “Constructivist” design methods but this becomes more 
understandable when we know that this theory calls for an 
accenting of actual physical construction methods rather than 
going to the roundabout way of covering them up. This 
technique, as we understand and use it in this country, and 
that is all that we are concerned with here, might actually 
be said to be a reaction against inefficient display stands, appli- 
ances and methods in favor of a more dramatic display of 
merchandise. 

This might he further explained when we consider that 
for years we have met the necessity of using plateaus, tables, 
racks, etc., to build up a display. They have or have not been 
well designed or reasonably good to look at, depending upon 
what actually could be purchased or by the limitations of 
our respective budgets. At all events the decorators have 
been for the most part hard put to make these stands do their 
job reasonably well, and to cover them up to the extent of 
making the merchandise the most important item in the dis- 
play. Any displayman is more than familiar with this problem. 

The modern decorators, who ran into these difficulties, 
were not content to rest for very long under such a limitation. 
They set about at once to evolve such stands and units as 
would do the job efficiently and at the same time to frankly 
fulfill their purpose that they would actually be decorative 
and be a distinct addition to the ensemble. Backgrounds 
were created that were equally frank in their purpose and 
so we find them being used as signs or posters and like the 
display stands being put to work. In other words, all appli- 
ances were reduced to their simplest possible terms and back- 
grounds and stands alike were calculated to dramatize a given 
display to its utmost value. Otherwise there was no reason 
for their being a useful part of the whole. 

The success with which this formula was realized, and is 
being developed for future use, is attested by its wide and 
ever-increasing acceptance. It has pointed the way for decor- 
ators and designers to proceed in an orderly and business-like 
manner. The odds seem distinctly in favor of the Continental 
Idea. ‘The decorator who appreciates this point of view and 








WINDOW 
No. 1 


is able to make it serve his purpose sees his way paved to 
cast aside many old and out-moded ideas, and to adopt a 
method that is clear and refreshing in its simplicity. The main 
argument to be considered is: Does this handling give me a 
more efficient window for selling and display purposes, and 
not; Isn’t this design too strange for me to use in my win- 
dows? 

In few other fields are these ideas so adaptable as to the 
decorator who is working with crepe paper. With this handy 
display medium he may construct the shell of a display that is 
most peculiarly suited to his plan. The window space may 
become a square, an oblong, or an oval. The prevailing 
design may he vertical or horizontal as the occasion may 
demand. It may be of any color scheme, seasonable or fashion- 
able, that the promotion may demand. The platforms or 
blocks used may actually be covered with the same texture 
and color as the background areas. The texture of the crepe 
paper is such that metal, wood, or glass is attractive when 
used with it. Furthermore, it is easy to acquire, very easy 
to use, and well within regular budget limitations. 

The two photographs illustrating this article show windows 
in which crepe paper is used to uniquely achieve very modern 
effects. Window No. 1 was originally rectangular in shape, 
but the designer saw fit to rearrange this space to produce a 
more interesting effect. A V-shaped wedge was employed in 
the rear center to break the space into two equal areas. This 
wedge shape is repeated in the striking center drape. This 
arrests the attention at once and focuses it upon the powder 
boxes at its base. At this point the line of the boxes can be 
relied upon to automatically lead the eye further on to either 
display and eventually up to the signs. This is also aided 
by the line of color that moves from under the boxes, up the 
sides of the display blocks to the sign. In this particular 
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WINDOW 
No. 2 


arrangement the attention, once arrested, is simply made to 
move in a given direction. 

Window No. 2 utilizes other unique possibilities—color and 
light. It will be seen that the light is all at the top of the 
display. The crepe paper, used in horizontal rows, follows this 
idea out in having the lightest colors also at the top. The 


ceateaeel in 


WORLD 


tendency, what with the main interest being kept high in the 
design, is for the eye to move in an upward direction. This 
is prevented, before the attention is exhausted, by the cactus- 
like design, which is far more interesting in shape than the 
other elements just mentioned. The eye is stopped by this 
singular shape and the tendency is at once to move to its base, 
there being no possibility of it continuing upward. Thus the 
attention is at once riveted on the merchandise, which you will 
note is lighted and appears against the dark background to 
great advantage. The merchandise is so arranged as to also 
conduct the attention upward and it can be seen that the sign, 
which is really a portion of the background, is so placed that it 
occurs at the natural resting place of the entire design. Thus 
the trademark and the merchandising message are driven home 
with no little force. 


It can be seen from these illustrations that the backgrounds 
and merchandise, not to mention the blocks that hold the 
latter, are very much related by the design employed. The 
entire layout without the merchandise amounts to absolutely 
nothing; it does not make sense, it is not even the basis of a 
clear idea. On the other hand, the large blocks forming the 
main stands in the window are not in the least obtrusive. They 
are merely the basis of the design and you can see perfectly 
how they function in the construction; and, besides, being 
colored much like the background they are left very much 
alone. Thus are both stands and background put to work in 
the interest of the display, and being considered very much a 
part of the whole idea are frankly left to perform their part 
of the job and let go at that. 


The actual construction of these designs was the acme of 
simplicity. Window No. 1, as I have mentioned, was con- 
structed in a rectangular space. As it was possible to tack to 
the ceiling as well as the floor the decorator had little difficulty 
in making the space into the shape desired. The crepe, alone, 
forms the walls. There is no other backing. The rectangular 
display block, that on the left, was originally a fibre case. It 
was merely covered with the crepe paper. The stands used 
on the right of the design were actual display blocks, quarter 
circles in shape, that were also covered with the paper. 


Design No. 2 was installed in a sma!l window that was 
actually circular in shape and that was so fortunately built 
that the decorator could tack to the back walls. The paper 
was used in various widths and was pleated and creased into 
shape. The cactus was made of cardboard and the separate 
pieces were hound with strips of crepe. The whole design was 
realized by simply tacking it in assembled form right on the 
wall. 








Crepe Paper Becomes a Popular 
Window Display Medium 


By H. A. HARRINGTON 
SERVICE BUREAU, 

C. A. REED CO. 
WILLIAMSPORT, PA. 


Tere is a popular slogan—Stop, Look, Listen. When 
translated into the window language becomes—Stop, Look, 
Buy. Your display window should convey this message to 
the prospective customer. This can be accomplished by using 
crepe paper as the magnetic medium, thus assuring neat and 
attractive display windows. 

Crepe paper has become a valuable asset in window dis- 
plays for two reasons. First, because of the ease in which 
it can be manipulated into the various designs desired to 
portray our story. Second, because of its economical value. 

A few years ago crepe paper was unknown in the window 
trimming field as a decorative medium. It came in use first 
as a decoration for floors. Then gradually a finer texture 


crepe paper was developed which allowed stretching possi- 
bilities. From this paper, tubes, rosettes, drapes, etc., were 
formed, being used for background treatments and a setting 
in which merchandise could be displayed. This opened a 
new field for the national advertiser to bring his product 
before the buying public. 

As time went on, bright colors became the vogue. The 
manufacturers of crepe paper met this change by developing 
crepe paper of brilliant hues, which made this decorative 
material universally popular. This material has found new 
users each year, some of them being specialty shops, lingerie 
shops, ladies’ ready-to-wear, shoe stores, who up until now 
were unaware of the rich and attractive windows which 
could be installed. In no means has this method of decorat- 
ing cheapened the store. Rather it has been instrumental 
in making the store unusually popular, thereby increasing 
the sales of the product thus displayed. In this type of 
store, individuality can be worked out with crepe paper 
as the decorative material. 

This year will be a banner year for crepe paper in win- 
dows. New thoughts and methods of placing crepe will be 
developed. The plain and simple crepe decoration will rule. 














26 DISPLAY WORLD January, 1932 


Retail Store Executives 


Windows In 
1932 


Conditions have compelled display man- 
agers to realize windows have no justification 
for existence unless they contribute their share 
of selling merchandise. 


1932 windows will reflect the char- 
acter of the store instead of aping Mar- 


shall Field’s and Macy’s. 





1932 windows will definitely tie up 
with the merchandise being advertised : | 
and promoted by the store. 


1932 windows will be planned from 
the viewpoint of “will it sell” rather 
than “does it present a pretty picture.” 


Deiat cpa " 
titi ae 


This is a healthy trend for the display man- 
ager because it will make him think, first of all, 
as a merchant, and, secondly, as an artist. 








JAMES ROTTO 


Sales and Publicity Director, 
The Hecht Company, 


Washington, D. C. 














oh 








January, 1932 


NINTH ANNUAL DISPLAY REVIEW 27 


DISPLAY WINDOWS INCREASE IN IMPORTANCE 


By NEIL PETREE 
James McCreery & Co. 
New York City 


Nineteen Hundred Thirty-one proved 
to be a more difficult business year than 
most merchants had anticipated. It is 
doubtful if many department stores will end 
the year with a gain in dollar sales volume, 
and few will equal 1930’s net profits, meager 
as those were. The continued drop in com- 
modity prices has probably contributed more 
than any other factor to this relatively poor 
showing, and now with retail prices down 
to pre-war levels in most cases, merchants 
are faced with the problem of how to make 
a profit on a materially lowered average 
sale. 

Display windows will play a more than 
ordinarily important part because in my 
opinion newspaper advertising will have to 
be curtailed somewhat in the interest of 
expense reduction. Departments will have 
to depend more and more upon window dis- 
plays to attract trade, which, among other 
things, will probably mean a more frequent 
change of window displays. 

The Fifth Avenue and the Thirty-fourth 
Street windows of James McCreery & Co. 
are almost second to none in value, traffic 
being the principal measure of such value, 
and Mr. V. Barrett, display manager, has 
changed these completely twice each week 
during the past year. Additional sales of 
over $1,000 a day per department have been 


attributed to some of these windows, and the 
pressure for windows from department heads 
has increased steadily. These windows are 
all changed at night when traffic is at a 
minimum. and in this manner the production 
of the windows is kept as near constant as 
possible. 

Price appeal has been a dominant factor 
in merchandising during the past year, and 
will probably retain its importance for some 
time to come. It is my belief, however, that 
price has been over-emphasized, and this is 
true of window displays as well as of news- 
paper advertising. Display managers will 
have to develop more ingenuity in creating 
ideas. The pendulum has swung pretty far 
from the windows of 1928-29 that featured 
fixtures rather than merchandise to the pre- 
vailing windows that feature merely mer- 
chandise at a price. In 1932, display man- 
agers will be called upon to develop dis- 
plays that will continue to sell merchandise 
directly from the windows, but they will 
have to create windows to sell ideas as well. 
This will necessitate more thought, better 
planning in advance, and considerably more 
originality in the trims. Display windows 
are growing in importance, and with this 
increases the responsibility of the display 
manager. Display executives are display 
managers capable of meeting 1932 conditions. 


DISPLAYS MUST CARRY A SELLING PUNCH 


By F. McL. RADFORD 
The Bon Marche 
Seattle, Wash. 


Mecu has happened in the business 
world since the Eighth Annual Display Re- 
view made such a successful appearance one 
year ago. 

A depression that seemed at first no bigger 
than “a man’s hand” has assumed huge 
proportions, covering the whole civilized 
world. When it will end we do not know— 
we know that it will end sometime. 

In the meantime it has been necessary 
for American business, specially retail busi- 
ness, to trim its sales, cut its budgets, and 
revise its policies. This has had its effect 
on the display departments as on all other 
sections of our stores. 

It is more necessary than ever for a dis- 
play department to justify its existence by 
showing that it can sell goods—for that is 
the one big job that stores have got to do 


TWO VICTORIES FOR DISPLAY 


By H. C. OEHLER 
Wieboldt Stores, Inc. 
Chicago, II. 


[—=— Hundred and Thirty-one has 
brought two decided victories to the cause 
of better display. 

1. More displaymen have been brought 
to realize that the primary function of the 
show window is to sell merchandise. Any- 
thing that goes into a window, in addition 
to the merchandise offered for sale, must 
definitely contribute to the sales effective- 
ness of the display. 

2. Merchants and retail executives more 
keenly appreciate the value of display as an 


today. Every window and every display of 
merchandise should carry a selling punch. 
If it does not it is failing to carry its share 
of the load. 

In this time of stress retailers everywhere 
have rushed to the extreme in featuring 
price—price—price, both in advertising and 
windows, to the exclusion of everything else, 
and the customer is getting fed up on it. 
The one definite recommendation I would 
make today is—if you must harp on bar- 
gains and reduced prices, do it in your news- 
paper advertising; use your windows for 
your better goods—newest arrivals, attrac- 
tively displayed with neat cards, remember- 
ing that even in hardest times there are al- 
ways people who want nice merchandise and 
have money to pay for it. Windows should 
reflect quality merchandise as well as values. 


immediate and positive business producer. 
Curtailment of newspaper advertising has 
forced their attention to the only alternative 
available—display. When an admirable job 
of selling has resulted, you will find enthus- 
iasm among buyers and others that would 
have taken a dozen years to build up under 
normal circumstances. 

In my opinion, 1932 is going to witness 
a continuation of this winning battle, and 
when the smoke finally clears away display 
shall certainly be found up near the top. 
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1932 Star Trends 
For “March” 


Fashions 


By ANITA ARMSTRONG 


ASTROLOGER 
NEW YORK CITY 


Pisces—rebruary 20, to March 21; very suscep- 


tible to influences; very sympathetic—faith that over- 
comes all obstacles. Depend upon intuitions and im- 
pressions generally. There is likely to be great discon- 
tentment for these people in 1932 because of the oppo- 
sition of Neptune. 
CAUTION IN SPENDING 

Capicorn rising will make caution in spending, and 
as Jupiter and Neptune are on the houses of partners’ 
money, it will be difficult to get financial help from out- 
side sources. Saturn is rising and may cause “last 
year’s” fashions to be the thing to wear—economy 
being stressed. Mars, the Sun and Moon are in the 
second house: This brings activity in connection with 
men and women in finances, but being opposed by Nep- 
tune it interferes with any great achievement. 
SPEAKING OF COLORS 

Dark colors will be popular for daytime wear— 
brown, dark red and shades of purple; orange, green 
and blue for afternoon; blue, white and pale green for 
evening. Irridescent trimmings will be very popular. 
SPEAKING OF SHOES 

Shoes are still important, and should make money 
as the heavy artillery is in the second house—the sign 
of the feet. Neptune is opposed, so there may be some 
trouble in the shoe business. Nevertheless, March has 
good chances to “shoe the United States” if the dealer 
and manufacturer will work together. 
SPEAKING OF BEAUTY 

The beauty question is to be quite important, as 
Libra, ruling the skin, is in mid-heaven, with Aires, the 
head, in the Nadir—having Uranus and Venus all op- 
posed to Libra. This may bring disrupting arguments 
about beauty and present-day methods. Perhaps the 
solution will require trained beauticians, which seems 
to be a likely outcome, as Saturn is square to Venus. 
Trouble over money saving along beautifying lines. 
SPEAKING OF STYLE 

Hats are still very popular, and March will find 
them still more beautiful; but, they will still be reason- 
ably priced. Jupiter, in the eighth house, trine with 
Uranus in the third, will incline us to take on styles of 
the past—particularly those made familiar in story or 
play. 
SPEAKING OF WRITING 

Uranus in the house of writing, trine Jupiter, should 
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—In the June issue of DISPLAY WORLD 
Anita Armstrong, astrologer, said: “Trouble 
with the beauty question is shown. Individ- 
uality in beauty will be important. Have your 
cosmetics emphasize personalities, as the rising 
sign, expressing personality, is trine to Venus 
and Mercury.” Just how this idea has taken 
is best illustrated in the above reproduction. 
It was taken from the front cover of a new 
circular prepared by Parfums Marlaine, Inc., 
beauty specialists, New York City— 


bring a startling discovery along literary lines from out 
of the past. There are likely to be deaths among fam- 
ous people and although law and order will try to rule, 
there will be a great deal of active opposition. 
SPEAKING OF HEALTH 

There is apt to be an upset health condition caused 
by lack of proper nourishment, and it will be well for 
those in authority to watch and guard against this con- 
dition before it becomes too late to check. 
SPEAKING OF ARMAMENT 

Mars shows an expenditure on construction, and 
both Naval and Army affairs are affected. All the 
planets are under the cusps which denotes a lot of 
hidden activity and, strange as it may seem, Jupiter 
and Neptune are elevated. Therefore, the beneficial 
influences of Jupiter is coverd. 
SPEAKING OF ENTERTAINMENT 

Taurus rules the house of entertaihment. The 
talkies will still hold their popularity over more expen- 
sive entertainments. It is rather a doleful story, but, 
cheer up, there is some activity along financial lines. 
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For Display Equipment 
and Decorations 































Invites 
Your Patronage 








International Register Co. 
13 South Throop Street 


“CUTAWL” Decorative 
Cutter 





The Koester School 
367 West Adams Street 


Correspondence 
Instruction 


Botanical Decorating Co. 
319-327 W. Van Buren Street 


Artistic Decorations and 
Artificial Flowers 


National Card, Mat & 
Board Co. 
4318-36 Carroll Ave. 


Showcard Boards—Mat 
Boards 





Chicago Cardboard Co. 


E 666-670 Washington Blvd. 
E Art Poster and Mat Board 


Cornell Wood Products Co. 


307 N. Michigan Avenue 
Cornell Wood Board 


Paasche Air Brush Co. 


1902 Diversey Parkway 


Airbrushes and Airpainting 
Units 


Schack Artificial Flower 
Co. 
319 W. Van Buren St. 


Artificial Flowers and Win- 
dow Decorations 


Western Felt Works 


4131 Ogden Avenue 
“Acadia Brand” Felt 
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Write for. Catalogues! 
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Advertising In 1932, and 
What It Will Mean 


Advertising dollars of two years ago have 
shrunk to advertising nickels in 1931. Million 
dollar appropriations in 1929 came down to mere 
shadows in 1931. No vast increases are being 


heralded for 19372. 


This brings us to the question: “Now that 
_we haven't it, how are we going to do without 
it?” 


Display advertising is part of the solution. 
Not just pretty semi-nudes that take your mind 
entirely off the subject being advertised; but 
sound and logical copy, well illustrated by com- 
pelling art work in strong colors. 


Dispays that make you WANT—that make 
you HUNGRY—that make you THIRSTY— 


that stirs ambition and desire to possess—that 


make you BUY. 


That is the advertising medium that 
shrunken appropriations will demand for 1932. 
Dislays that not alone look good, but displays 
that sell and sell and sell. 


CHAS. H. BROOK 


Servisign Studio, 
Newark, N. J. 
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National Display Producers 
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DISPLAYS CAME THROUGH WITH FLYING COLORS 


_By MORRIS M. EINSON 
Einson-Freemen Co., Inc. 
Long Island City, N. Y. 


As A creator and producer of display 
material, I would say that point-of-contact 
sales promotion has had the greatest oppor- 
tunity to prove its real worth during 1931, 
and it has made good! 

It was an opportunity fraught with every 
difficulty and obstable that economic condi- 
tions could possibly contribute to test the 
pulling power of any media. 

Advertising appropriations were cut to the 
bone. More than ever before, advertisers 
and advertising agencies have weighed and 
measured the value of every dollar spent, 
and have watched and waited and checked 
results as never before. Window displays, 
counter displays and floor displays came 
through with flying colors. 

Now, with the new year, and a very 
noticeable turn for the better in the trend 
of business generally, we look for one of 
the greatest periods of development we have 
ever experienced in this most basic of all 


the favored forms of advertising and selling 
media. 

I would like to add double emphasis by 
repeating what I said last year “National 
advertisers are seeing the wisdom of divid- 
ing their appropriations to cover a higher 
quality display for their dealers, and to in- 
sure their use by having them installed by 
responsible organizations.” 

Advertising agencies now regard dealer 
helps as an important part of the campaign 
and not only budget an appropriation to 
cover it properly but have established spe- 
cial departments to follow it through to a 
satisfactory conclusion, in perfect coordina- 
tion with the balance of the campaign. Ad- 
vertisers have found that, in the final analy- 
sis, the dealer has much to do with ensuring 
a successful advertising job. The advertiser 
and the dealer, through intelligent and con- 
structive display material, are invariably 
brought closer together with profit to all. 


THE ECONOMIC VALUE OF GOOD DISPLAYS 


By CARL PERCY 
Carl Percy, Inc. 
New York City 


Prruars the most significant trend dur- 
ing the past year has been in the changing 
attitude of those buyers who had previously 
considered displays as so much cardboard 
and ink. 

With the salesmen following the practice 
of advertising layout and using plenty of 
“white space” on their order sheets, an in- 
creasing number of sales executives and 
advertising managers demanded selling 
power as well as decorative value for their 
window display dollars. 


COMMUNITY PURCHASING AGENT 


By FRANK M. SEAMANS 
The United States Printing & 
Lithographing Co. 

Brooklyn, N. Y. 


66 
Purcuasinc agent for his commu- 


nity” is what the United States Department 
of Commerce calls the retail dealer. He will 
stock your product again and again—pro- 
vided his customers “requisition” it. 

These customers of his—they are “pros- 
pects” for your product. The responsibility 
of completing the sale, when they are at 
the point of purchase, is squarely up to you 


THE OUTLOOK FOR DISPLAYS 


By W. P. YORK 
W. P. York, Inc. 
Aurora, IIl. 


ry. 

Due outlook for display advertising in 
1932 is brighter than it has been for some 
time. Not only the local merchant but the 
national advertiser is becoming more en- 
thusiastic as to the possibilities of not only 
increased sales but profits as a result of 
using this medium. 


A review of the past twelve months will 
show that many of the larger national ad- 
vertisers whose window displays always 
have been chosen for their selling power 
either have maintained their display appro- 
priations or increased them substantially. 

It is my personal conviction that this 
period of depression has done a great deal 
in demonstrating the true economic value 
of good store and window display adver- 
tising. Needless to say, 1932 will prove the 
economic value of good displays. 


—your display container, your “suggestion” 
advertising. 

Be fair to your product. Support it with 
“point-of-purchase” advertising that is 
strong and direct in appeal. Make these 
prospective customers “requisition” your 
product—and the “community purchasing 
agent” will gladly stock it. Display your 
product, make him stock it again and again. 


Many national advertisers who have used 
small displays are using larger and more 
expensive display pieces in order to capital- 
ize on space that costs them so little and 
brings such excellent results. Retail deal- 
ers are also demanding more display helps 
from national advertisers. 
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Four .... 1931 
Lithograph 
Displays 


EVERSHARP 


—Once in a while a display so 
different, so beautiful, so un- 
usual comes down the pike, 
and when it does the creators 
of advertising displays ac- 
knowledge its creation by ad- 
mitting you have given us an 
idea. This new “Doric” Ever- 
sharp display should do just 
that—give ideas. It is a fine 
example of the lithographer’s 
art. Produced by “Edwards & 
Deutsch,” Chicago— 





—“Einson-Freeman Co.,” Display Lithographers, 
are the proud possessors of scores of patents 
for advertising displays. Hardly a month goes 

i by but what another patent has been added to 
tom te Beers i their rapidly growing collection. The “Squibb” 
= = : display pictured on the left is but an example 
of one type of pyramided display piece produced 

by them for the installation display field— 
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—Startling in its effectiveness 
and originality, this “Einson- 
Freeman” display jumps the 
gauntlet of prosaic and con- 
ventional ideas and focuses 
attention on “ears.” The dram- 
: : atized caption reads, “Famous 
The ulin ; Ears listened in Barbizon- 

‘ was : —One of the most attractively pjaza Tone Test.’ The photo- 
different display campaigns graph in the center of the large 
produced in 1931 for a national panel shows the test in the 
advertiser was the “Einson- process of being made; a list 


step inside 


~e Freeman” Zenith Radio dis- of the listeners is included. 
cpt a plays. ; This campaign utilized Truly, 1931’s “Blue Ribbon” 
five displays, each of which display— 


HAI MAKE 


dramatized the feature that 
“Zenith tone quality leaves 
nothing unheard.” As is ef- 
fectively illustrated in this dis- 
play, the different instruments 
portrayed were cut in half— 
better to produce the effect 
“leaves nothing unheard”— 


only 


FELL rw 
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Displays to Sell Goods 


By EDWARD F. PAYNE 
FORBES LITHO. MFG. CO. 
BOSTON, MASS. 


W E HEAR, ever and anon, a lot of talk about the neces- 
sity of “selling ideas” in window display. Was there ever 
a display made for any other purpose but to sell goods? 

For years and years lithographers have toiled to get 
up displays that would help the advertiser to sell his goods. 
They never have had another thought and are trying as hard 
today as ever. Also, just about the only thing that can be 
done is to attract the public’s attention and implant a 
thought. 

The serious arguments, “reason why” diagrams and other 
heavy stuff may impress the advertiser but are not certain of 
registering with the public. A blaze of beauty, that glorious 
“chestnut,” the “Pretty Girl’ holding a package, that so 
worries the serious never-tired business man, is just as apt 
to stay in a window for weeks and outsell the Board of 
Directors’ big idea. All the lithographers have seen this 
over and over again and will continue to see it. 

Trick construction intrigues the art department and often 
delights the advertiser, but the passing public may care little 
for it and may not even “get it.” 

The three-screen cut-out is as popular today as it was 
thirty years ago. And why? Because it is fool-proof and 
stands alone; so it will probably stand for thirty years 
longer. Fads come and depart—modernism has arisen, “rev- 
olutionized” and sunk and through all the changing years 
lithographers have had just one thought, “to sell the adver- 
tiser’s goods.” Of course, they first have to see the adver- 
tiser and this is often difficult, but there is not one of our 
craft but has the burning desire to sell the public, and if 
the product we are asked to promote is right and is anything 
that the public can be made to want, window display can do 
more toward actually selling it than any other similarly 
priced medium. 

We use many methods, we invent, devise, scheme, sketch, 
write, paint—toil with every means we can secure—but we 
have, and have always held, one idea—to sell goods. 


The “‘Bull’s Eye’’ of Acceptance 


By B. GOODMAN 
LEO H. FULLER, INC. 
LONG ISLAND CITY, N. Y. 


M UCH has been said in the past about the value and 
importance of contact and proper tie-up at point of sale with 
relation to display material. It is only recently, however, 
that advertisers have come to regard this matter as one that 
must warrant a greater appreciation, or sense of discrimina- 
tion, between what constitutes effective and ineffective helps 
for the dealer. 

Although a manufacturer may be with his product twenty- 
four hours a day he is generally at a loss to know how to 
plan properly for presentation of a suitable message that 
will help sell his product at the point where it matters most. 
He has therefore learned to depend upon that organization 
which can best serve his needs in the preparation of display 
material that possess the necessary attention-getting value 
and appeal so necessary to point-of-sale advertising. 

Those who are engaged in this field of endeavor must 
accept such responsibility with increased vigor and spirit 
or else fade into the background. Many new lines of ap- 
proach suggest themselves in this interesting and particular 
type of work—new possibilities which proper study of dis- 
play values will help bring forth. 

Whether the product bases its appeal on humor, drama 
or mere pithy presentation, the aim must always be directed 
upon human interest, the “bull’s-eye” of consumer as well 
as dealer acceptance. 
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IT'S “SELLING PUNCH” 
THAT COUNTS! 


Selling punch determines the value of 
the display. It takes an organization 
of specialists to put this vital “selling 
punch” into your displays. 


Since the inception of this business 
we have concentrated every energy 
and every resource upon the origi- 
nation and production of advertising 
displays that sell goods. 


This concentration has brought us val- 
uable knowledge and experience that 
we turn to the profit of those we serve. 
Get acquainted with your York representative. 


He wants to show you what York has to offer. 
Let us turn our experience to your profit. 


A request, on your letterhead, 
will bring you our attractive 
calendar every month. 


W.P. YORK, INC. 


CREATORS AND PRODUCERS OF 
MODERN ADVERTISING DISPLAYS 


FACTORY AND GENERAL OFFICE 


AURORA, ILL. 











Let's Do Business 


As a manufacturer of store fixtures and 
window fixtures for over thirty years, we 
want to ask you if you are thoroughly satis- 
fied with the operation of your own particular 
research department. Will you take the time 
to investigate the opportunities we have to 
offer you, and allow us to send you full infor- 
mation on prices and discounts, based on what 
fixtures are selling for today, and not two or 
three years ago? At the present moment we 
are supplying some of the largest department 
stores in the country. If your name is not on 
our books, and our name on your preferred 
list, we are BOTH losing money. The facts 
are plain. We have a special discount for 
department stores, chains or not. Why not 
write me personally about it? 


THOMAS W. STEVENSON, Gen. Mgr. 


The Great Central Novelty Co. 


and The Cinti. Show Case & Display Fixture Works 


238-40 Main St. Cincinnati, Ohio 

















Hour 
Process 
Displays 


FIOOME LAUNDRY EFQUIPMENT 


—This attractive “General Electric” 
display of “home laundry equipment” 
was equipped with lighting which 
served to focus attention on various 
points of the washer. The number 
of sales which resulted from the use 
of these displays was so unprece- 
dented that the dealers’ own testi- 
monies poured into G. E.’s offices as 
expression of their enthusiasm. Dis- 
play produced by “Leo H. Fuller, 
Inc.,” Long Island City, N. Y.— 
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—Life-sized displays were in vogue 
during 1931, and some mighty fine 
and interesting displays resulted. 
This “Shaler” display employs a life- 
sized golfer for its most important 
attraction. The figure was so de- 
signed that any type golf club could 
be used. Display produced by “W. P. 
York, Inc.,” Aurora, Ill.— 
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FREE TEST TO CORN SUFFERERS § NEVER CUT CORNS fie 


Dow? hisx Biooo Porson, 


Ends Pain in 3 Seconds | 
Corns ary up - -Lift off | 
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Corns dry up 
Litt off-ne Pain 


—The contention that “dealer display 
helps” loaded with copy will not sell mer- 
chandise must be denied in the case of this 
“Iod-Ise” display. It was designed and 
produced by the “Servisign Studio,” New- 
ark, N. J., and has sold more merchandise 
for the manufacturer than any previous 
display— 








—A really beautiful and effective window 
display was produced by the “Ivel” organi- 
zation, New York City, for “Hires Root 
Beer.” The display is in ten colors; is 
approximately five feet high and seven 
feet wide, and has a very definite appeal. 
It merchandised Root Beer, and it sold 
Root Beer— 
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THE FOLLOWING CONCERNS ARE 
UPHOLDING NEW YORK CITY’S 
TRADITIONAL LEADERSHIP IN SUPPLY- 
ING THE COUNTRY’S DISPLAY NEEDS: 
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MILEO’S MANNEQUINS 


New Line of Famous Composition Figures 
Many New and Original Models 
Visit Our New York Studios 


MILEO—44 East 8th Street 


THE DISPLAY CENTER 


A Complete Exhibit of Show Window 
Fixtures, Mannequins and Accessories 


1440 BROADWAY (40th St.) 








J. R. Palmenberg’s Sons, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


1412 BROADWAY (39th St.) 


MESSMORE & DAMON, Inc. 


Creators of Mechanical Displays for 
Show Window and Advertising 
Purposes 


404-408 W. 27TH STREET 





Chelsea Botanical Products Co. 


Natural Preserved Imported and 
Domestic Holly Wreaths, Ropings and 
Garlands, Trees and Xmas Greens, etc. 


107 WEST 27TH ST. 





Beyer Display Service, Inc. 


Creators of Show Window Backgrounds 
and Special Settings, etc. Also 
MONTHLY RENTAL SERVICE 


103 Lexington Ave. (27th St.) 














THE FRINK CORP. 


Show Window Lighting Equipment 
Lighting Engineers for Over 70 Years 


Bridge Plaza, Long Island City 





Einson-Freeman Co., Inc. 
Lithographed Window and Counter 
Displays for National Advertisers 

Starr and Borden Aves. 
Long Island City, N. Y. 
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In 1932 We Must 
(et Down to 
Facts 


By W. L. STENSGAARD 
W. L. STENSGAARD & 
ASSOCIATES ~ 

CHICAGO, ILL. 


T us past year has taught everyone a great deal. Best 
of all it has brought so many lines of thought and action 
back to earth—back to fundamentals—back to sanity of 
planning. 

The battle for sales and profits of 1932 is on. With many 
organizations it has been hard to get adjusted. With many 
others, adjustment just doesn’t seem possible—yet. There is 
still too much talk about prosperity just ‘round the corner. 
And too much of the following the lines of least resistance. 
The officers and executives of too many companies just can’t 
get down to brass tacks. They want to take it easy, and 
wait. They hate the thought of work, or of any practical 
promotion that seems to have any detail connected with it. 
We have not yet entirely outgrown the age when great sums 
were appropriated for promotion and advertising and released 
enmass, and the returns were sure to come on the tidal wave 
of prosperity. 


NOW WE MUST GET DOWN TO FACTS! 

For 1932 the retailer will need help in getting sales as 
never before. His budgets will be smaller of necessity. The 
manufacturer with retail distribution who succeeds most will 
be the group that plans carefully their assistance to the 
retailer. Most every manufacturer has in his retail distribu- 
tion at least three types or classes of stores. We might say 
small, medium, and large. This may apply to volume of 
business as well as physical layout. He has in most cases 
about 25 per cent of his retailers who do 60 per cent to 80 
per cent of his total volume. This does not mean that more 
volume could not be forthcoming from both classes if help 
were properly administered. 

If each manufacturer classified his accounts as to physical 
requirements (not much trouble), he would almost at the 
same time be classifying them as to potential sales. For 
instance, a large department store, clothing store, or hard- 
ware store, with tremendous traffic may not be doing so 
much volume for us as a smaller store off the beaten path. 
But certainly that is someone’s fault. Where there is life 
there is hope—where there is traffic in a store there is busi- 
ness. By watching such accounts, by giving them the help 
that fits into the physical needs of the store and the character 
of the store, practical assistance is rendered. By merely 
broadcasting so much dealer help material a waste is sure 
to exist; you, of course, strike a happy medium, but the 
retailer who has the traffic, has larger space, larger windows, 
and merchandises on a larger scare, positively cannot use 
the average ad or display help furnished to the smaller dealer. 
There are only two large stores in a town to every ten or 
twenty small ones. But they are large for several reasons— 
they get the traffic and do the volume. And, too, the smaller 
merchant tries to follow their examples of sales promotion 
and merchandising. 

A display piece of cardboard thirty inches high on top 
of the manufacturer’s advertising manager’s desk surely 
looks big. But in the average display window of a medium 
or large store, where the window is six to eight feet deep, 
seven to ten feet high, and eight to eighteen feet long, it has 
no place. In a small drug store window it may look okey, 
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but 1932 is the year to classify your customers and then 
classify your assistance to meet the needs of each. More 
than 200 requests have come to my desk in the past thirty 
days from better stores from coast to coast asking for prac- 
tical displays featuring nationally advertised lines they 
carry. Retailers are hungry for such help. Nineteen Hun- 
dred and Thirty-two is a year when the manufacturer with 
a practical viewpoint, coupled with retail-minded assistance, 
will surely come out in front. 

The manufacturer can buy all the magazine, newspaper 
or radio advertising he can pay for. He cannot buy display 
space with retailers. With medium and large stores the use 
of windows is actually charged to the department using the 
space. The cost is anywhere from $25 to $1,000 per week. 
The space is limited and must be allotted to the merchandise 
lines that warrant it. Therefore, the manufacturer must 
merit this space first by product and profit possibilities, and 
next by promotion plan and actual display assistance he is 
willing to give. It is, therefore, easy to realize that the 
manufacturer must have something more than usual to offer; 
and the more he has to offer, the more displays he will get, 
the more prominent the space on the street, and the larger 
the space. All of this, of course, is best known to those who 
have had such retail experience. I have known a store to 
handle three or more competitive lines in one department, 
and sales on one would be double another because the manu- 
facturer knew he was in competition for space and display 
and knew how to get it. 

For 1932 I recommend much closer cooperation on the 
part of the manufacturer with the retailer. 

1. A classification of retailer accounts as to potential 
volume and physical set-up. 

2. The development of publicity and displays for distri- 
bution to retailer in at least two classes; perhaps three. 
Displays by classes to meet dimension and character require- 
ments of various types retailers served. 

3. A set-up which will enable the manufacturer to work 
very closely with the 25 per cent of his retailers who give 
you 60 per cent or more of his business. Also, do not forget 
the small dealers. 

4. Have merchandise featured at regular intervals in 
windows and in store. Furnish such large displays on ad- 
vance schedule, loaned store for one week at a time. The 
more such worthwhile features, the more sales are certain. 
Remember the circulation of a prominent display window for 
a week is usually equal to the population of the town or city 
in which it is showing. 

5. Plan to invest more of your publicity dollar at the 
point of sale. By doing so you increase the turnover of that 
investment, your sales results are instantaneous. Your re- 
orders are immediate. Your other advertising becomes more 
effective. 

6. Have on your staff or as counsel someone with sea- 
soned experience as to retail display needs and wants. Don’t 
let newspaper or magazine experience direct your dealer 
helps or displays. The details of designing, producing of 
displays that really create sales, and securing valuable dis- 
play space is more complicated than handling a newspaper 
or magazine campaign. Never has inexperience directed a 
successful display campaign for a manufacturer to retailer. 


7. Have your dealer-help plan so closely knitted with 
your sales and merchandising plans that it is used to in- 
fluence sales at every presentation. 


8. Train your sales organization to know the value of 
proper merchandise presentation at the point of sale. Too 
many now think it too unimportant to even enter their sales 
talk. In many cases they are right. Get a plan that will 
be so interesting and practical that the salesman cannot 
resist telling about it. 

9. Have a plan not of generalities, but of specific sched- 
ule. One where each salesman arranges for so many definite 
showings of your product during the coming six months. 
The display goes to the retailer, medium or larger, for one 
week for each showing. He has signed for it in advance. 

10. Regardless of what it takes from your general adver- 
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tising budget, spend enough to give the retailer the help he 
deserves during 19352. The goods which will be pushed 
within the retail store will be the one where the manufac- 
turer assists in a retail-minded way. Such will create more 
actual sales than larger discounts on the merchandise which 
the retailer soon forgets or wants more. 

In summing up, I might say that 1932 will, in my estima- 
tion, show increased sales for the manufacturer who learns 
how to sell his own goods at retail. Too many manufacturers 
want to teach the retailer how to sell instead of learning 
what the retailer wants and needs and then giving it to him. 
Too many manufacturers take all their display advice from 
some printer or artist rather than the retailer himself. 

Nineteen Hundred and Thirty-two is a year when the 
manufacturer with a practical viewpoint, coupled with retail- 
minded assistance, will surely come out in front. Nineteen 
Hundred and Thirty-two is the year for the manufacturer 
who sells through retailers to assist in a major way at “the 
point of sale.” 


“Bring Us An Idea”’ 


By DONALD T. WILTSE 
DONALD T. WILTSE CO. 
NEW YORK CITY 


¢¢ 

B RING us an idea,” is the one sure ending of the 
conversation between the salesmen for display advertising 
companies and the buyer or advertising manager of any 
large user of display material. These four words have been 
a motivating force behind the building of large creative 
staffs in all companies whose business is the producing and 
manufacturing of window and counter displays. 


Creative departments cost money and form a large part 
of the overhead of any company operating in this field. This 
is as it should be, and no legitimate business organization 
can hope for any great measure of success in this field with- 
out running into heavy expense along these lines. 

Ideas, however, are highly intangible, and there seems 
to be some resentment on the part of buyers of display mate- 
rial upon discovering that the price of lithography, when 
done by a company maintaining a staff of creative men, 
runs higher than that of the men or company who has none 
or a very weak one. 

A movement seems to be on foot to call for ideas from 
competing companies, select the best idea, and then build 
up price competition among three or four companies on this 
same idea. This has all the earmarks of a very unethical 
proceedure and should not be countenanced. 

Other large users are calling on their agencies to pre- 
pare for them display ideas, that they may oven competitive 
bidding of their display work on a price basis only. Repu- 
table agencies shy at this practice, and rightfully, for the 
simple reason that there is no profit in this business for them 
and because they are not accustomed to dealing with the 
many problems existing in the display field. It is a form of 
gratis service which they render, rather than enter into a 
dispute or refuse the request of a valued client. 

It is not the purpose of the writer to cast any discredit 
on the buyers of display materials, but rather on we who 
are in the business of making money on display work for 
making no attempt to maintain our standards. 

There is no better advertising medium for any company 
than the windows of their dealers. We find a growing de- 
sire on the part of our progressive companies to take the 
guess work out of window displays. More and more they 
are beginning to appreciate the value of good ideas, and 
bending every effort to obtain a greater dealer acceptance. 
It is up to us to prepare better ideas and carry on research, 
looking toward a better understanding of dealer acceptance 
for the benefit of our clients. This will cost us money in the 
form of creative work, and for our own protection we should 
confine our efforts to those progressive companies who appre- 
ciate this expense and leave the selling of price-only buyers 
to the uncreative cut-price house. 
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Life-Like Displays... 
the Life Blood of Merchandising 


If you could have a Broadway chorus display 
your hosiery in your window—you’d stop the 
passerby and make sales. And Fairy Forms 
are your next best bet! 


Lifelike—perfect reproductions of well formed 
legs. Lifelike—poised for action; kept poised 
wherever you put them by the weighted toe. 
Lifelike—they stop the wandering eye and in- 
vite buying. 


Extremely practical, too. Light in weight, 
smooth as porcelain, Fairy Forms are easily 
handled and cannot tear, fuzz, or rip the most 
delicate chiffon. What’s more, they are cleaned 
in a flash with one wiping of a damp cloth. 


Fairy Forms are made in nine models for 
men’s, women’s and children’s hosiery. If your 
jobber can’t supply you, mail the coupon for 
our free book, “The Fairy Form Family.” 





SHOE FORM CO., Inc., Auburn, N. Y. 


Licensed Manufacturing Branches 


Unitep Last Co., Lrp., MonTREAL, QUE. 


Northampton, Paris, Melbourne, 
England France Australia 
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Advertising Agencies 


A Display With the Right 
Merchandising Idea 


More than ever, in these difficult times, a 
proper display with the right merchandising idea 
is necessary to close the sale. Whether it is to 
support the growingly important radio cam- 
paign, or the magazine or newspaper advertising, 

the proper use of display in the windows or at 
the counters clinches the desire created by other 
media. 


In 1931 our clients, without exception, dis- 
tributed more display material than in any 
previous year. But, they only distributed it 
where they were assured the display material 
would be made use of by the retail merchant. 


They have satisfied themselves that the idea 
carried in the display was of sufficient importance 
to assure the dealer’s willingness to use the mate- 
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rial, and to make it worthwhile for him and for’ _ 


them. 


HAROLD A. LEBAIR 


Secretary, 


The Biow Company, Inc., 
New York City. 
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THE BATTLE FOR 1932 BUSINESS 


By HERMAN A. GROTH 
Wm. H. Rankin Co. 


Chicago, II. 


As IN 1931, so also in 1932 the battle for 
business will be won by the manufacturer’s 
display activities in the windows and on 
the counters of America’s retail stores. 


THE TREND TO DISPLAYS THAT SELL 


By L. G. MEADS 
The Blackman Co. 
New York City 


"Bae most important change we have 
noticed in the last year is a stronger trend 
than ever towards displays that sell mer- 
chandise as contrasted to the expensive and 
beautiful variety. Perhaps more displays 
and at less cost for each one, but contain- 


More displays than dealers is the elec- 
trical merchandising plan of the live ones 
for 1932. But know where these displays are 
going, know that they serve their purpose. 


ing a definite selling message. There is, 
of course, the same tendency to cut down 
to bare essentials that appears now in all 
divisions of advertising. These are only 
things that we should have expected in a 
period of this kind. 


WINDOW DISPLAYS NEW FORCE IN PROFIT SOURCES 


By G. SIMMONS 
J. Dresner Co. 
New York City 


"Fue store window is the shop owner’s 
personal and private advertising medium, 
incomparable for its power of immediate 
added profits. It combines the best fea- 
tures of newspaper and magazine space, 
radio, poster and direct-mail advertising. 
It might well be termed the fourth dimen- 
sion of advertising. 

Appealing window displays ignite the 
spending flame on an explosive short fuse 
to the pocketbook, a scant few seconds from 
the receptive cash register, with no possible 
danger of misfire. The window display 
arouses the buying urge at the psychological 
moment when inhibition, and buying resist- 
ance, is at lowest ebb. 

Window displays bring direct profit 
through immediate sales of specific items 
featured. Indirectly they are productive of 
intangibly greater revenue, for they are part 
of the establishment’s institutional advertis- 
ing in its most effective selling form. Store 
fronts reflect the character of management 
and merchandise. Sparkling, spotlessly 
clean window panes, modern lettering desig- 
nating the name and nature of the business, 
and an appealingly dressed window display 
suggests to the observant window watcher 
“here is a progressive place, friendly sales 
people, honest merchandise, a desirable place 
for me to trade.” 

Psychologically, the store front is similar 
to a salesman’s collar and general personal 
appearance. If at all untidy or old-fashioned, 
it signals to the beholder “Slovenly all 
through. Lay off.” Problems of planning 
window display uses are as varied as the 
existing types of business and window space 
available as well as more local questions. 
All window displays have this singularity 
of purpose: Make the beholder a buyer! 

The window display, in common with all 
other forms of advertising, must follow fun- 
damental advertising principles: Stop, look 
and want. They must get attention, excite 
interest and arouse buying urge. Getting 
passersby to stop and look is not hard. All 
of us are excavation explorers and window 
shoppers at heart. Arousing relevant inter- 
est in the window display is more complex. 
Putting over the all-important buying urge 
earns a hard-working window display its 


board. and keep and keeps its employers 
in bigger, better profits. : 

Obviously, window display effectiveness 
inay range from high-power concentration 
to dispersed ineffectiveness, depending 
whether it focuses attention and interest on 
few or many features or products. As a 
rule, concentrated window display is prefer- 
able. Retail establishments in every line are 
awakening to fuller realization of value of 
their shop windows for advertising. Win- 
dow displays as “dealer helps” are assuming 
more importance in the merchandising cam- 
paigns of manufacturers. In fact, manu- 
facturing competition for retail window dis- 
play space is benefiting retailers by window 
display improvements. Recent recruits to 
the ranks of window-display-conscious retail 
shop owners are hairdressers and beauti- 
cians. Gone are lifeless, vapid, wax models 
with frowsy, fly-specked transformations. 
Beauty shop owners are merchandising 
minded. Coiffure styles displays as well as 
cosmetics now loom in beauty salon windows 
large and appealing. 

Results secured by one of our clients offer 
a good illustration of window display value 
to manufacturer and retailer. This concern 
concentrated a selling drive in trade paper 
and direct-mail advertising. The campaign 
stressed equally profit possibilities of a new 
wave process and the business building char- 
acter of window displays furnished the shop 
owner free. The manufacturer’s_ sales 
climbed well above sales of former “peak” 
selling seasons, and hundreds of additional 
beauty shop outlets were opened for the 
first time. More than this, however, was the 
value of increased shop owner “goodwill” 
to the manufacturer. 

In brief, manufacturers and retailers pan 
gold from window displays because of this 
strategic “at the point of purchase” appeal. 
The beholder’s consciousness and interest is 
directed more to the appeal of the product. 
Realization that “this is advertising” is 
minimized in this, the most subtle form of 
suggestive selling. Thus, inexpensively, win- 
dow displays back up costly advertising 
programs with tremendous returns for the 
negligible cost in this “Window Mining ! few 
Profits.” 
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A New Type 
Display 


By KENNETH STRIKER 
SEATTLE, WASH. 


A NEW type of advertising display, which offers 
great possibilities for realistic illusion together with 
superior strength and permanence, has been created by 
Rudolph G. Allen of Seattle. This display frequently 
depends on intricate cut-out work for its effects—yet 
escapes the usual fragility of cut-outs. In fact. the dis- 
plays built last October have been shipped to all the 
major cities in the United States, exposed to all kinds 
of handling and weather conditions, and still remain 
unbroken, unwarped and ready for many more months 
of use. 

Behind the introduction of this travel-proof dis- 
play lies an interesting story. Mr. Allen, a former 
designer of stage sets, has transferred the principles 
and technique of theatrical construction to the adver- 
tising field. His creations have true dramatic value— 
accomplished through experienced use of stage dimen- 
sions and atmospheric lighting. The order which 
brought about Allen’s discovery came from the 
Alaska Steamship Company, which needed displays in 
a hurry for use in hotels, Where-to-Go Bureaus and 
similar locations. The specifications were that the 
displays be easy to set up, pack and ship, large but 
lightweight, sturdy and unbreakable. And, like any 
other travel advertisement, it was understood that 
they should be as scenic, as attention-and-action-get- 
ting, as the displayman could make them. 

Although there was no time for experiment, Mr. 


—This new “traveling” display, de- 

signed and built by Rudolph G. Allen, 

produces the “urge” to “sail the shel- 
tered seas” to Alaska— 
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Allen did not want to turn out an orthodox poster- 
effect display because of the intense competition there 
is among travel posters. The most unusual ones get 
the best positions, so the three displays he was to pro- 
duce had to be capable of being the “stars” in every 
showing on their circuit, not just members of the 
chorus. And thinking of “stars” took him back to his 
first job, as builder of model theatrical sets in the 
Le Lash Studios, New York. 

He remembered the models he had made for the 
Queen of the Moulin Rouge, Victor Herbert’s Babes 
in Toyland, Belasco’s Warrens of Virginia . . . models 
perfect in every detail, whose function had been to 
make producers spend $75,000 for the finished sets. 
His models for stage settings had been successful. 
Then why wouldn’t models of Alaska scenery be 
equally successful? The idea for his displays crystal- 
ized rapidly. He saw colorful stages on which tiny 
red steamships sailed beneath the shadows of blue- 
white glaciers, past purple islands, by green penin- 
sulas. He would employ his knowledge of lighting 
effects, of creating illusions of distance and textures. 
The idea grew on him. He could have dimension 
and attraction both night and day. 

But one thing held him back. His theatrical 
models had been fragile affairs made of cardboard and 
muslin painted with kalsomine. These new displays 
would have to stand the roughest kind of treatment 
.. . being dropped and knocked about, being set up 
in a moist location one week and a hot, dry one the 
next. What material was there for him to use? Wall- 
boards and composition boards were fairly satisfac- 
tory for his ordinary run of work, but, even with rein- 
forcements, they would not stand up on this job. He 
thought of metal . . . too heavy and expensive. He 
thought of ordinary wood... not suitable. And then 
he thought of plywood. 

He had never used plywood in his display work, 
but he had worked as a gluer in a Douglas fir plywood 
mill. He realized at once that Douglas fir plywood 
had all the strength, size and lightness that were re- 
quired in his job. He knew that it was as easily 
fabricated as wallboard, was warp-proof when in 
(Continued on page 42) 


Sailing Sheltered Seas 


‘ALASKA 
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Selling Window Displays 
- By RALPH LEAVENWORTH 


WESTINGHOUSE ELECTRIC & MFG. CO. 
NEW YORK CITY 


Tue Westinghouse Company, in its merchandising opera- 
tions, finds window displays one of the most forceful means 
for crystalizing the results of its national advertising and 
the consumer’s sales by identifying the store with window 
displays similar, in effect and idea, to the current national 
advertising. 

There is room for a great deal of educational work 
among dealers in the development of selling window dis- 
plays. It is part of the retail educational courses conducted 
by Westinghouse, and of the constant activities of our 
dealer publications, to show dealers how to produce more 
effective window displays. 

There are exceptions to every rule, but we believe that 
the average dealer can increase the efficiency and selling 
power of his window display by 25 per cent if he will give 
careful study and thought to the location of the merchandise, 
price announcements and the scientific study of window 
displays of products at the center of vision slightly below the 
eye level. We find in our study that the use of colors to 
centralize attention to the feature of interest point of the 
product offered is worthy of a great deal of study and will, 
in nearly every case, result in more profitable window dis- 
play work. 


Paying Dividends in Additional Sales 


By R. W. LOGAN 
NORTHAM WARREN CORP. 


Tue year 1931 witnessed the most extensive display cam- 
paign ever undertaken by the Northam Warren Corporation. 
We believe that it paid dividends in additional sales. Our 
customers are mainly women who are more or less socially 
conscious and, consequently, our display locations are care- 
fully chosen. It does not pay to install windows any and 
everywhere in the hope that prospective customers will get 
the window message. We always address a letter before 
mailing it and for the same reason choose each display loca- 
tion in order that our display is seen by the eyes for which 
“it was intended. 


This policy has made it necessary to supply window dis- 
plays that are out of the ordinary run of lithographed cut- 
outs. After carefully planning a display and selecting loca- 
tions for it the actual installation is the next problem. This 
point is too often neglected. In the last analysis a display- 
man installing one of our displays is, for the moment, our 
1epresentative in the store. His conduct and ability to trim 
the window in a way that satisfies the dealer is important. 
The careful choosing and, if necessary, strict supervision of 
whoever is handling the installation work is worth every 
cent that it costs. 


We believe, then, that a display appropriation, if used 
wisely, can be an extremely important factor in maintaining 
and increasing sales. Every dollar that we spend is con- 
sidered so important that we never hesitate to spend an 
additional dime to insure the best possible material and 
courteous and intelligent installation. The word “dime” is 
not used as a figure of speech. We mean just ten cents. 
The cost of the average manufacturer’s window, counting 
lithography, shipping and installation, is about $4.00. At 
ten cents per dollar we have forty cents for insurance of a 
really successful display. That is, we can pay the display 
service a price that enables them to install a really good 
window and still make money, and still have enough left to 
have a representative of our company check the window. 
The old saying that “if a thing is worth doing it is worth 
doing well” is particularly true of the display game. 
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Here’s the 
Bakelite C-easel 
for persnickety 

displays 





Made of genuine bakelite— 
won't soil silks, satin, sil- 
ver or anything. Cleverly 
shaped to hold a big serv- 
ice plate safely upright— 
or by reversing it, almost 
flat for lower shelves. 
Holds a purse, a lady’s little pump—a man’s big 
brogues—most everything. 





C-easel is quite the smartest thing you have ever seen 
—and the first really new development 
in the art of displaying merchandise 
in the modern manner. 

Made in brilliant black, also in rich 
mahogany or walnut fin- 
ish, matches your show 
cases or window. A 
sample will be mailed to you gladly— 
without charge. 


@ 
SCHNEIDER BROTHERS, Inc. 


19 North Sheldon Street Chicago, Illinois 























Take A New Deal for 1932. 


Send for our new catalog No. 37, showing complete 
line of card stands, tee stands, insert card frames 
which are absolutely new this season; also many other 
interesting fixtures. Buy from us as manufacturers. 











| No. 1023 Garment Rack—Height 5% 
| ft., length 6 ft. Polished steel tubing, 
statuary bronze plated. Two-inch 
| hooks on upper corners for selected 
| garments. Tubing, 1%”. Slip joints 
| easily assembled. Bassick ball bear- 
ing casters, rubber tired. Net price, 
| without card holder, $7.50 each. With 
| card holders 5%4”x7”, one on each end, 
| order No. 1023F, at $8.25 complete. 





Also supplied in other sizes. 








A We VineMebihie Sime Die. 


JACKSON, MICHIGAN 
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io 48 * / —tThe sketch on the left shows 
4 the floor plan of Mr. Allen’s 
_— ere) ae “display stage.”. The reader 
: can visualize the placement of 
o ° the various scenic props by 
ee, BACK studying the drawing. The 
me a size of the display is also 
; given— 
WINGS ae _ 

















OPENING—-------------- ; 
FLOOR PLAN OF STAGE UNIT 


—The simplicity whereby the display 
can be packed for shipment from 
city to city must be evident by a 
study of the sketch on the right— 


A New Type Display 
(Continued from page 40) 


place, and was receptive to any finish. But how about 
price? When he had worked in the mill, fir plywood 
had been considered too expensive for general use. 
However, upon investigation, he found that the cost 
of Douglas fir plywood was now much lower, in fact 
that in “wallboard” thicknesses it cost about the same 
as wallboard. His material problem was solved. 

Backed by- the conviction that his ideas were 
good, Mr. Allen started definitely to plan his displays. 
He decided that each display would have the same 
basic design, but that the scene in each stage would 
be different, and he decided that three separate units 
would be the easiest to handle. The center unit would 
be his stage, and the two lateral unit wings that would 
hold photographs and booklets. When set up, he fig- 
ured that the entire length would be 108 inches—forty- 
eight for the stage unit and thirty for each of the 
wings. The height would be forty-eight inches, and 
the depth of the stage ten. For the large outside sur- 
faces, he decided on %-inch three-ply fir plywood; 
for the accessories, 14-inch and 3/16-inch three-ply. 
And, since the displays would sometimes be placed 
below eye level, he reasoned that they should slant 
backward a scant 15 degrees to improve the visibility 
of the stage. He knew that the center unit would sup- 
port itself, but that the wings would have to have 
easels. With this foundation, he made three roughs 
for the Alaska Steamship Company’s approval, show- 
ing how the displays would look, and was soon able 
to begin actual construction. 

Mr. Allen quickly completed the elementary frame- 
work of his first display then started on the setting 
for the stage. He curved a piece of 3/16-inch fir ply- 
wood in a semi-circle and made it serve the dual func- 
tion of background and brace. No other construction 
or reinforcement would have made this unit more 
rigid. He put a range of mountains across the back— 
in reality, a piece of 14-inch three-ply, the same weight 
as he used for the two pair of wings. Because there 
was no danger of the plywood splitting or breaking, 
no matter how it was cut, he made the outlines of the 
wings closest the aperture extremely irregular. And, 
although the cutting away of so much material as was 
necessary in silhouetting the elevated house would 
have weakened ordinary board, he blithely sawed out 
this wing from a single piece of plywood and did no 








STAGE UNIT 


LLL | 7 





WLLL 











— WING UNITS 
PLAN FOR PACKING CASE ~ TOP VIEW 


reinforcing. This wing is still the same as when he 
finished it! 

Mr. Allen also applied the idea of cut-outs to the 
surface of the displays. He sawed the totem pole, 
branches, gulls, lettering, etc., from 3/16-inch three- 
play, tacking on the larger pieces and gluing the 
smaller. The rainbows, photographic mounts, and 
some of the lettering, he built up three, four and five 
layers deep. He covered the opening beside the top of 
the totem with parchment and put a yellow light be- 
hind it. Three magenta lights behind the range of 
mountains gave the effect of the sun coming up behind 
them. And, so that the users could connect more 
easily with the nearest socket, he put a plug at each 
end of the back. 

The stage settings were painted before they were 
put in place of course, in a very naturalistic manner. 
The background was shaded from light blue at the 
bottom to a darker blue above, to give the illusion of 
boundless space. The mountains in the back were 
made lighter than those in the wings, but all are rosy 
purples and grays when illuminated. The front wings 
were given the greatest contrasts so that they would 
appear to be very much nearer the viewer than the 
mountains. The only really bright color was put on 
the little red steamship, thus giving the blue-green 
water coolness and depth. The surface color, of the 
display is a bluish gray, applied so that the attractive 
grain of the Douglas fir plywood shows through. 
The moulding and tree branches are a darker tone and 
opaque. The lettering and gulls are white and light 
gray, the totem multi-colored. 


The time to construct these displays averaged a 
week apiece, but included in this time was the design- 
ing and building of special packing cases in which fir 
plywood was also used. This plywood was of a 
cheaper grade, however, but it gave lightness com- 
bined with great strength. 


The success of these displays is evidenced by the 
fact that the Alaska Steamship Company sent Mr. 
Allen to Alaska to paint at first hand scenes for use in 
the 1932 displays, which will be of the same design 
and construction as the 1931 displays. But Mr. Allen’s 
satisfaction is that the 1931 displays will not be worn 
out by the time he completes next year’s, and that 
with a little retouching they can be sent about for 
another season and still be as attractive as they were 
when new. 
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When Considering Display 


By B. VANBEENAN 
HICKOK MANUFACTURING CO.. 
ROCHESTER, N. Y. 


W E CONSIDER display an integral part of any sales or 
merchandising plan offered by Hickok. We give careful 
thought and solicit experienced viewpoints in the developing 
of any display fixture, poster or traveling unit. All are 
designed with as much care as we devote to designing our 
merchandise. We feel that sales helps that are poorly con- 
ceived or executed are a serious handicap to the successful 
sale of merchandise. 

We consider the viewpoints of the retail display executive 
exceedingly important in the creating of any materials or 
plans. We realize that, after all, such plans are to be exe- 
cuted by him and feel, therefore, that they must meet with his 
approval. 

We are constantly securing more and more good displays 
of Hickok merchandise. We attribute this to the following 
reasons: 

1. A line of merchandise which is in popular demand and 
from which the retailer makes a worthwhile profit. 

2. Advertising in national magazines. 

3. A retail minded sales and merchandising plan. 

4. Improved merchandise presentation at the “point of 
sale,” together with an increased number of such presenta- 
tions with each store during the calendar year. 

As an example we might mention our recent campaign 
on Ascot Braces. This was a new leather brace introduced 
through the retail trade in September. Our campaign was 
carefully planned and released simultaneously in all parts of 
the United States. It was difficult to find any town or city 
in this great country that did not know about Ascot Braces— 
through national advertising or displays, by the first of 
October. The display material supplied was divided into 
classifications suitable for various types of stores. The 
Hickok Company believes in assisting a merchant in direct 
relation to his potential sales volume. This, of course, is 
determined by the size of the store and the size of the city. 

It is expected that during the year of 1932 the battle for 
sales will be fought largely on the front lines—at the “point 
of sale.” Because of this the Hickok Company has devel- 
oped and will release during 1932 by far the most construc- 
tive and elaborate display campaign ever offered by this 
company. Through this plan it is expected that the sales of 
Hickok products will be materially increased with resulting 
profits to the merchants of the country. 


“Turn Over’’ and Display 


By L. M. HANNUM 
HEWES & POTTER,. 
BOSTON, MASS. 


In THE October 17 issue of the Saturday Evening Post 
we announced in a double-page spread our new Spur Royale 
guarantee great strength, resists creases, knots per- 
4-in-hand tie with new patented features which enabled us to 
fectly, outwears any three ordinary ties, also sleeps off 
wrinkles. Trade papers carried the same announcements with 
the added information of display suggestions as well as 
illustration of five display cards, also newspaper mats which 
were available. 

Response was most gratifying and national distribution 
quickly gained with reorders coming in with increasing 
numbers and volume. Many hundreds of progressive dealers 
put in window, as well as counter displays, tying the same 
up with our national advertising. 

Investigation later and check-up of how this new tie 
was going over, disclosed among other interesting facts 
that the dealers who were using our display cards, sup- 
ported by other materials, far outdistanced in quick turn- 
over the dealers who made no effort to especially display 
the ties. 
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3 DISPLAYS FROM 1! 


With ONLI-WA Tubular Units! 


Handsomely Chromium-Plated Reg. U. S. 
Pat. Off. 


C No. 1 Unit—$6.50 ea.; $72.00 doz. 


Wood Slabs priced separately 
Another Onli-Wa display you can’t = 
beat for all around use! Displays FO aga os 
all classes of merchandise. Three 
heights from the same fixture! Can 
be used with either wood or glass 
slabs as shown. Modern tubular 
construction with ever-bright chro- 
mium plate. 





Designed for new 


Spring frocks 
$77.00 
Order 3-in-1 Units Today ea. 
or write for newest catalog! 

















MEOMLI-WA FIXTURE CO, 


Dept. D.W., St. Paul Ave., Dayton, O 
Chicago: 1323 Merch. Mart. Buffalo: 12 Root Bldg. 


MEMBERS NAT’L DISPLAY EQUIP. ASS’N. 











Mechanical George Washington 


FOR THE 


George Washington Bi-Centennial 





Birthplace of our Nation’s Flag 


This display is unique and of much patriotic and 
educational value to your community. It is 72 inches 
wide, 52 inches high and 26 inches deep, and can be 
had with or without mechanical movements. 

Wire, phone or write for particulars of this and 
other George Washington displays. 


GENERAL DISPLAY WORKS 


145 West 24th Street, New York, N. Y. 
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National Advertisers 


Window Display Has 
No Crutches 


In my opinion there are fewer excellent win- 
dow displays than there are excellent magazine 
or newspaper advertisements, or even radio pro- 
grams. This is not altogether an indictment of 
the display people, as it is more difficult to build 
a perfect display than a perfect piece of copy. 


_ Magazine advertising that lacks a real sell- 
ing idea can step boldly along, masking the 
defect under skillful persuasive copy. A window 
display idea has no crutches to help it. There it 
stands—stark—stripped—alone. Its nature must 
be simplicity and directness—and nothing is so 
difficult to achieve in the whirling cross-currents 
of complexity and confusion in which we are all 
either swimming or drowning. 


It seems to me that there are signs of prog- 
ress in the display craft. Better minds and more 
skillful artistry, as the years go by. I believe 
that the future is bright. Not yet having reached 
the acme of development, the window display 
industry has not approached the senile stage of 
declining powers. 


I believe that the next ten years will see finer 
displays than we have ever witnessed; and that 
the display craft will climb to an increasingly 
high position among the hierarchy that rules the 
domain of consumer-demand. 


KENNETH LAIRD 


Advertising Manager, 
The Western Company, 
Chicago, III. 
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THE 1932 DISPLAY KEYNOTE 


By J. M. ALLEN 
Bristol-Myers Co. 
New York City 


"bas elimination of waste and lost motion 
should be the 1932 keynote. From the ad- 
vertiser’s standpoint, this should mean such 
things as printed, diagramatic and photo- 
graphic specifications and photographic 
check-up on installed displays. In the case 
of displays sent by mail, none should be 
sent unles requested by the dealer. Displays 
that are ordered through traveling repre- 
sentatives should be merchandised by those 
men so that the dealer is thoroughly sold 
and anxious to put the display in when it 
arrives by mail. I believe there should be 
a definite tie-up between an order for mer- 


DISPLAY VS. MERCHANDISING 


By A. W. LITTLE 
Rollins Hosiery Mills 
Des Moines, Iowa 


- is no such thing as display ver- 
sus merchandising, for one is not complete 
without the other. They are as necessary 
to each other as perfect timing is to perfect 
operation of a high-powered motor. Frankly, 
I do not know just how much of the battle 
of business for 1932 will be fought in the 
show windows of America’s retail stores, 
but in retail stores where a good merchan- 
dising job is being done you will find an 
equally good job of merchandise display be- 
ing carried out. It would not be difficult to 
surmise what might happen to a line of mer- 
chandise in any retail store today were it 
not tied up with consistent displays, not 
only in the show windows but in the store 
itself. 

Rollins has always been on the alert to 
supply dealer display material with a defi- 


WHAT ABOUT THE FUTURE? 


By JOSEPH M. KRAUS 
A. Stein & Company 
Chicago, IIl. 


Waar about the future? That’s 
the question that is uppermost in everyone’s 
mind. Yet, the future is only the past en- 
tered by another door. 

Many displaymen who are in the profes- 
sion today will not be five years from now. 
Among those will be many who today are 
advising their clients or employers to resort 
to temporary expediency—the men who are 
satisfied to see hard-earned reputations for 
dependable service and value sacrificed, by 
trading down, down, down, in their window 
presentations. Their hope of possibly re- 
gaining the priceless asset known as “good- 
will,” built up over a period of years by their 
customers, is indeed remote. 

These are crucial times that either make 
or break men. The window display man- 
ager who doesn’t fit the needs of the day is 
the one who refuses to face the facts. In- 
dustry today is faced with hysterical de- 
mands for lower prices, regardless of value. 
Quality is being forgotten—prestige is ig- 
nored—and, worst of all, profit is being re- 
duced to nil. 

The leading display managers of America 
who are facing the facts realize that no 
one can remain in business and continue to 
sell merchandise at such low price levels 
that both profit and volume shrink to noth- 


chandise and an order for a window display 
so that the dealer will have the incentive 
to use the display. 

From the dealer’s standpoint, he can help 
out the economic situation by being careful 
to order only such displays as he actually 
intends to use—by frankly saying so to the 
sales representative if he is not going to use 
the display. The curse of the display busi- 
ness is unused displays and the advertiser 
and retailer must do everything possible to 
cooperate in eliminating it or minimizing 
this factor. Definite knowledge of display 
requirements will help 1932 displays. 


nite sales message built into it, rather than 
just beautiful cards, posters and signs that 
talk hosiery in general terms only. We 
have found that our message can be told 
very forcibly through plate glass with this 
type of material and at the same time build 
up greater prestige for our line because of 
our cooperation in supplying the kind of a 
setting for a window display or an interior 
store display that will make the merchant 
proud to feature Rollins Hosiery, and which 
will make women conscious of the style and 
utility features we have to offer. 

Our program for 1932 will include an even 
more elaborate layout of merchandising dis- 
plays than ever before. We believe that our 
year’s volume will reflect our good judgment 
and the merchant’s appreciation for this sell- 
ing help. 


ing. They realize that now is the time for 
sanity, courage and foresight. They ob- 
serve that many people are still buying qual- 
ity merchandise. They reason that the 
frightened element of the public cannot be 
expected to recover from the panic of low 
prices until merchants themselves refuse to 
be stampeded into foolish delusions. They 
know that general confidence cannot be re- 
stored, employment of labor at fair wages 
cannot be accelerated, and that profitable 
business cannot be maintained or regained 
by selling inferior, shoddy merchandise at 
prices that are constantly sinking to lower 
levels. 

Those display managers who have the 
courage to face conditions—alert enough to 
remain constant to the trust of their respon- 
sibilities—desirous of retaining their posi- 
tion as counselors, dependable advisers and 
respected authorities—realize that it takes 
strength, courage, determination and faith 
effectively to fight for business. But the 
true fighters will win in 1932—as they al- 
ways have won. And the fairer the fight, 
the finer the victory. They will do every- 
thing in their power to have their windows 
reflect the sanity, clear thinking, high pur- 
pose and traditional spirit of fair play that 
permeates the organizations they serve. 
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It Pays to 
Speak of 
Purple 


By H. J. POTTER 
THE WELCH GRAPE 
JUICE COMPANY 
WESTFIELD, N. Y. 
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E VERYONE engaged in sales promotion knows that 
the public buys what it sees. It logically follows, therefore, 
that if you want to sell merchandise then display it. 

Advertising expenditures must be supported by profitable 
sales. The connecting link between advertising and the final 
profit producing transaction takes place at point of sale. 

Windows and inside displays supply that link. A display 
at point of sale is the last step in that process of repetition 
which causes customers to come in and buy. 

Display advertising occupies a generous portion of the 
Welch advertising dollar and has for well over fifty years. 
The job of creating Welch’s 1931 point-of-sale advertising is 
one of the greatest experiences I have ever had. A number 
of conferences with a great gang of sales-conscious chaps 
(Magill-Weinsheimer, headed by Al Block) produced a series 
which was acclaimed by our sales force to be the finest sales 
producing pieces in the history of our company. 

Illustrations of some of the pieces are shown on this page, 
but you should see the attention-arresting colors. Gorgeously 
beautiful purple hues, radiating grape juice atmosphere. 
And the proof of the pudding—has sold merchandise, yes, 
sir! in carload lots! 

When displays come down, sales fall down. Distribu- 
tion should pay more attention to display’s important rela- 
tionship to the profit dollar. 
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—For years the 
old “Welch” car- 
ton has spoken of 
“The National 
Drink” from the 
somber box on the 
left— 


—In 1931 Welch’s 
began to drama- 
tize their national 
color, with the re- 
sult that even the 
old carton was 
transformed— 








—“Welch’s” 1931 display ma- 
terial spoke in terms of 
“purple” and “grapes.” Every 
display installation carried 
this thought, “Drink a Bunch 
of Grapes for Breakfast,” and 
that’s what America proceeded 
to do— 


—Crepe paper spoke in terms 
of purple in every display in- 
stallation created for 1931 
“Welch” displays. The two 
windows on this page will give 
the reader a fine opportunity 
to study the effectiveness of 
modern, crepe paper, installa- 
tion work— 
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Display Takes Its Place in the Sun 
By J. W. WESTBROOK 

BOYER, THE SOCIETY PARFUMEUR, 
CHICAGO, ILL. 


D ISPLAY advertising has graduated from the “dealer- 
help” class and taken its place in the sun, or more appro- 
priately, in the spotlight as a major advertising medium. 
Under present-day conditions of complex trade channels and 
keenest rivalry, if a manufacturer is to progress he must 
have an effective method of implanting in the minds of 
both consumers and. retailers favorable ideas about his 
product or products. Probably no single classification of 
media offers a manufacturer so beautiful an opportunity to 
impress his public and his purveyors nor gives so much and 
asks so little as display advertising. 

In the case of beauty preparations, probably more than 
with beans, beeswax and baking powder, the dealer has been 
educated to expect a good show. We could not, if we 
wished, let him down, for the buyer of beautifiers must be 
convinced through her sense of sight that “there’s golden 
beauty in those packages.” 

The “First Primer of Practical Salesmanship” used to 
dwell dotingly on the importance of probing the unfortunate 
prospect’s “desire emotion” through the five-sense channels. 
“Let ’em smell—taste—see—feel and hear it simultaneously 
and the rest was a walk-over,” was one of the champion 
ideas that we cannot adapt to display. There is a sixth 
sense, though, that our display can appeal to; the not-so- 
subconscious desire of every woman to be beautiful. 

That she who runs may read, and she who reads may 
reach the buying threshold with a minimum of effort, we 
have endeavored to whittle down the steps leading to the 
sale, from (1) Attention, (2) Interest, (3) Desire and (4) 
Action, to the bungalow style of (1) Originality of Atten- 
tion, (2) Power of Suggestion. 

Our problem then is a simple one. All we have to do is 
to design a “perfect” display, place it where Miss or Mrs. 
cannot miss it, where we have distribution; subtly suggest 
to her that her special type of skin, brand of beauty, shade 
of hair or condition of complexion will be greatly improved 
by a particular preparation; convince her that ours is her 
choice; bring her into the store to ask the druggist, with 
whom we have worked hard and long, to “please sell her 
a package of ‘Boyer.’” 

Seriously, though, the display job is considered a mighty 
important one here,.and according to our salesmen and 
distributors alike the present line-up of display material is 
doing a real job for us at the “firing-point.” 


The Value of a Flexible Display 
By W. P. CUNNINGHAM 

THE EAGLE-PITCHER LEAD CO,, 
CINCINNATI, OHIO 


L AST year in preparing our “window trim” we made per- 
sonal calls on our trade and used our dealers’ own specifi- 
cations, thus obtaining an attractive and complete display. 
Through this procedure we were able to produce a window 
trim which was of especial appeal to the dealer and which 
met with a warmer reception on the part of our trade than 
any trim we had previously sent them. 

Incidentally, this survey of ours reflected the value of a 
flexible display, that is, one which can be used to promote 
the sale of other products of the dealers’ own selection as 
well as the sale of the products we manufacture. We are 
great believers in this flexible window display idea and 
know of many instances where this characteristic resulted 
in the trim serving as a counter card display many months 
after it had been removed from the window. 
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7-SECONDS! 


@t pass your window. Will the PASSER BUY? 
Yes—if your display can STOP, HOLD and 
CONVERT him. 





Nat-Mat six stunning shades of Wood Design 
show Cardboards help do that! 


Ask for free samples. 


National Card, Mat & Board Co. 


Manufacturers 
4318-36 CARROLL AVE: CHICAGO, ILL. 























Displaymen, Sign Writers and Poster Artists 
MAKE YOUR OWN 


BRISCHOGRAPH FOR $10.00 


AND SAVE FIFTEEN DOLLARS... 

Now for the first time we offer two new lenses, scientifically 

correct, nearly four inches in size and ready mounted in black 
| -metal tube, ready to use for $10 cash. You can make your 
| own lantern of wood or: metal. A common bread box is O.K. 
Two sockets, six or more feet of cord and two of any size 
lamps. We suggest two 200 watts, and you will have as fine a 
projector as you care to own. 
This set of lenses will cover and project 49 inches of picture at 
one time. Will enlarge it to life size within 10 feet. Think | 
of that—and every line true. Will enlarge same picture to a | 
size you will never care to paint. Guaranteed -to. project pic- 
tures in their printed colors, direct from drawings, magazine, 
etc., without cutting. 
Two lenses completely mounted in metal tube ready to use, 
with instructions to make your lamp housing, for $10 cash or 
money order. If you send cash, have letter registered at post- 


| Office. 
|The Brischograph 722 403)"4%5 


NOW IN ITS FIFTH YEAR 




















You, too— 
ean reduce your 
costs on 


Display Fixtures 


Hundreds of the country’s leading merchants 
are cutting their costs on display fixtures— 
and getting better fixtures and better service 
in the bargain. You can do it, too! Write 
/ for our new catalog, showing a complete line 
of modern display fixtures, with prices that 
will surprise you—and save you money. 


STANDARD FIXTURE Co. 


DALLAS, TEXAS 















ACADIA BRAND FELT 
UNEXCELLED FOR EVERY DISPLAY USE 


. . Background Coverings, Floor Coverings, En- 
semble Panels, Poster Panels, Cutout Letters and 
Applique Effects. 

Over 80 colors carried in stock—edges do not fray— 
can be furnished in cut lengths. 


WESTERN FELT WORKS 


” Established 1899 
MAIN OFFICE AND EASTERN OFFICE 
MILL AND WAREHOUSE 


42-44 East 20th St. 
New York 


4131 Ogden Ave. 
Chicago 


Stocks carried at: 713 S. Los Angeles St., Los Angeles, Calif.; 
1329 Howard St., San Francisco, Calif.; 
1110 Post St., Seattle, Wash. 





Branches: Detroit, Cleveland, St. Louis, San Francisco, Denver 
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Title Registered U. S. Patent Office 


Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 


H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary. 
JACK T. CHORD, Managing Editor. 


OUR PLATFORM 


1. The Development of Window Display Advertising. 

2. More Display Cooperation by Manufacturer and Merchant. 
3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession and Industry. 
5. Appreciation of Display’s Power in Merchandising. 

6. Absolute Independence of Our Editorial Columns. 


The members of the display profession and industry and users 
of window display advertising are earnestly invited to submit maau- 
scripts and photographs for publication. Always give sufficient data 
to make the material of greatest value. Through the columns of 
DISPLAY WORLD your ideas, accomplishments, experiences and 
creations secure nation-wide recognition. Receipt of all material 
acknowledged promptly. When requested, manuscript and photographs 
are returned, but the publishers assume no responsibility in connec- 
tion therewith. Publishers reserve the right to edit all manuscripts. 


Subscription Price, $3.00 Per Year 
50c Additional to Canada and Foreign Countries. 
Advertising Rates Upon Application. 
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IT HAS BEEN DONE 

At last! It has been done! The I. A. D. M. has affiliated 
with the N. R. D. G. A., and 1932 will witness the beginning 
of a period of active growth . . . “where there is life, there 
is hope” . . . “where there is activity, there is accomplish- 
ment.” 

Some displaymen are going to resent this step the I. A. 
D. M. has taken, but these men must realize that the Execu- 
tive Committee did not just follow the road of least resist- 
ance. The secretary’s office in Chicago, the president’s office 
in Philadelphia, as well as the offices of the various mem- 
bers of the Executive Committee has burned the midnight 
oil these past six months in deliberation and contemplation 
of the move. Meetings have been held; ideas have been 
aired; arguments have been advanced, in fact, every true 
member of the association, every sincere worker has been 
approached for his ideas on the subject. 

A crisis had to be met, and the men in whose hands had 
been placed the reins of I. A. D. M. activities drove through 
to affiliation—never forgetting for a moment the responsi- 
bility that rested on their shoulders. These men had vision, 
and the brightest future seemed to rest in the camp of the 
N. R. D. G. A. Henceforth, I. A. D. M. activities will be 
conducted from that source. 

How can the membership help? By cooperation. Indi- 
vidually, we realize the “power of display.” Individually, 
we recognize the power of the “N. R. D. G. A.” Collectively, 
we must know our jobs. We must sell display as never 
before. We must sell those individuals who are still “on 
the fence.” 

We must “build for permanency.” We must support the 
association—the only identification we have in our field of 
endeavor. We must talk, eat, sleep and breathe display— 
because, that’s what we, the I. A..D. M., are—DISPLAY. 

The past two years have been rather “hectic” for the 
display profession—but, the responsibility for conditions must 
rest on our own hands. I am afraid most of us have never 
taken display very seriously—most of us have used is at a 
“means to an end.” Therefore, display has dealt accord- 
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ingly, and if we wish conditions to continue as they are 
we must remain as we are. If we desire otherwise, we must 
act otherwise. 

Nineteen Hundred and Thirty-two is our opportunity to 
seriously cooperate and place display on a firm foundation. 
This collective cooperation must be secured, not from just a 
few—from every display director, display manager, window 


.man and fixture boy in every phase of I. A. D. M. activities. 


When this cooperation is secured, the structure of display 
will begin to rise on the foundation we build in this year of 
grace, 1932. 





IF YOU READ NOTHING MORE 

If you read nothing more, the editorial page of DISPLAY 
WORLD’S NINTH ANNUAL DISPLAY REVIEW com- 
mands your attention. It contains “high-spots” taken at 
random from the January content. These bits of wisdom 
hit the “key-note” of 1932 displays. Read the editorials 
and you will read DISPLAY WORLD from cover to cover. 
These appetizers will but whet your “display consciousness” 
for more. 


DISPLAY VERSUS MERCHANDISING 

There is no such thing as “Display versus Merchandis- 
ing,” for one is not complete without the other. They are 
as necessary to each other as perfect timing is to perfect 
operation of a high-powered car. It would not be difficult 
to surmise what might happen to a line of merchandise in 
any retail store today were it not tied up with consistent 
— not only in the show windows but in the store 
itself. 


THROUGH THE PURCHASER’S EYES 

The eyes have it! Yes, from start to finish. The eyes 
of those who live in your community; the eyes of those 
who daily pass your place of business; the eyes of those 
who enter your store. Eyes and sales and profits—they are 
inseparable. 


YOUR WINDOWS 

Your windows should have personal appearance. Neat 
but not gaudy, nor built with flash, over-dressed back- 
grounds that lend no meaning to a sales story. Their eye 
appeal should center about the basic rules of good taste. 
Their ingenuity of construction should aim at a singleness 
of effect. 


WHEN DISPLAYS COME DOWN 

When displays come down, sales fall down. Distribution 
should pay more attention to display’s important relationship 
to the profit dollar. 


DAYTIME IS SHOPPING TIME 

Daytime is shopping time, and the time when your show 
window displays should exert their most powerful sales 
influence on the public. This they cannot do if they are 
obscured by daylight reflections. There is no profit for you 
in “primpers” and “passers.” Your profit is in “stoppers” 
and shoppers,” and your lighting should be designed to that 
end. 


WINDOW-MINING NEW PROFITS 

Appealing window displays ignite the spending flame 
on an explosive short fuse to the pocketbook, a scant few 
seconds from the receptive cash register, with no possible 
danger of misfire. The window display arouses the buying 
urge at the psychologial moment when inhibition, and buy- 
ing resistance, is at lowest ebb. 


EXTRAVAGANCE IN DISPLAY 

When a more complete realization of the value and im- 
portance of merchandise display is acknowledged by depart- 
ment store managements through the employment of effi- 
ciently trained display managers, and when the displaymen 
themselves give a more intense devotion to the study of 
their work, much extravagance can, and will, be eliminated. 
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DISPLAY LOCATIONS 

Our customers are mostly women who are more or less 
socially conscious and, consequently, our display locations 
are carefully chosen. It does not pay to install windows any 
and everywhere in the hope that prospective customers will 
get the window message. We always address a letter before 
mailing it, and for the same reason choose each display 
location in order that our display is seen by the eyes for 
which is was intended. 


WHAT ABOUT THE FUTURE? 


Many displaymen who are in the profession today will 
not be five years from now. Among those will be many 
who today are advising their clients or employers to resort 
to temporary expediency—the men who are satisfied to see 
hard-earned reputations for dependable service and value 
sacrificed, by trading down, down, down, in their window 
presentations. Their hope of possibly regaining the priceless 
asset known as “goodwill,” built up over a period of years 
by their customers, is indeed remote. 


THE CURSE OF NATIONAL DISPLAY MATERIAL 


The curse of national “point-of-sale” display material is 
unused displays, and the advertiser and retailer must do 
everything possible to cooperate in eliminating or minimizing 
this factor in 1932. 


DISPLAY APPROPRIATIONS 


A review of the past twelve months will show that many 
of the larger national advertisers whose window displays 
have always been chosen for their selling power either have 
maintained their display appropriations or increased them 
substantially. 


TAKE THE “GUESS WORK” OUT OF DISPLAY 


There is no better advertising medium for-any company 
than the windows of their dealers. We find a growing desire 
on the part of our progressive companies to take the guess 
work out of window displays. More and more they are 
beginning to appreciate the value of good ideas, and bending 
every effort to obtain a greater dealer acceptance. It is up 
to us to prepare better ideas and carry on research, looking 
toward a better understanding of dealer acceptance for the 
benefit of our clients. This will cost us money in the form 
of creative work, and for our own protection we should con- 
fine our efforts to those progressive companies who appre- 
ciate this expense and leave the selling of price-only buyers 
to the uncreative cut-price house. 


MADE TO SELL GOODS 

We use many methods, we invent, devise, scheme, sketch, 
write, paint—toil with every means we can secure—but we 
have, and have always held, one idea—to SELL GOODS. 


A PIECE OF CARDBOARD 


A display piece of cardboard thirty inches high on top of 
the manufacturer’s Advertising Manager’s desk surely looks 
big. But in the average display window of a medium or 
large store where the window is six to eight feet deep, 
seven to ten feet high, and eight to eighteen feet long, it has 
no place. 


SOME DAY 

Some day someone will find out how many more articles 
of identical worth are sold when displayed over those articles 
not displayed. When that happens show windows will be 
enlarged, and store areas doubled. The display industry 
should prepare. More facile creativeness, better craftsman- 
ship, lower costs will give it its rightful position in the 
structure of merchandising—at the head of sales-making 
advertising. 
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HA LF alady is good art—but half a draw- 
ing,oradrawinghalffinishedis just too bad. 


With Drawlet Pens there can be no half 
way measure. Every stroke is a finished 
line. Every line is clean-cut and smooth. 
Every letter is sharply edged and of uni- 
form width or evenly shaded, according 
to the demands of the artist. From Draw- 
let Pens, the drawing emerges full and 
final, a composite of swift, sure strokes. 


ROUND NIBS 


Drawlet Pens are as satisfactory in operation as 
they are dependable in result. Every mechanical 
feature is sturdy and simple. 


1. They clean easily and quickly. 
2. They carry large, readily filled reservoirs. 


3 The reservoir can be raised or lowered time 
and time again to regulate the flow of thick 
or thin color. 


SQUARE 


€EK BEEK GEEK 


Begin the New Year right by taking Drawlet 
Pens into partnership . .. Or, better still, check 
the good qualities of Drawlets with our compli- 
ments. Send for FREE introductory assortment 
of Drawlet Pens — today. 


ESTERBROOK PEN COMPANY 


80 Cooper Street Camden, N. J. 
or BROWN BROS., Ltd., Toronto, Canada 


Osler trvok 


NIBS 


CAGES 
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DISPLAY WORLD 


Put Your Shoulders to the 
“Window Display” Wheel 


Display has to go in for thorough merchan- 
dising to have success during 1932. Merely 
trimming windows, or merely sale displays, will 
not do the job. 


Though, in every angle of the display prob- 
lem, this is the most essential thing. Preparation 


‘must be made thoroughly and tirelessly. We 


cannot dodge the hard work if we want our 
work and job to be successful. You read of men 
getting advances in pay in these times, even in 
the field of sport (baseball, with an economic 
program, has just announced more salary for 
those worthy). Why? They apply themselves, 
give more service and more efforts to what was 
thought already the pinnacle. 


Put your shoulders to the wheel, boys! It 
takes plenty of hard work. 


PAUL KLOERIS 


Display Director, 


Union Electric Light and Power 
Company, 


Saint Louis, Mo. 
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Utility Display Directors 
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I'VE GOT TO FIND MY OWN WAY OUT OF THIS 


By RAY MARTIN 
Consolidated Gas Co. 
New York City 


I. HAS been said, “A business depression 
is over when it is no longer fashionable to 
be broke. A depression is over when people 
quit talking, wondering and wishing, and 
face realities. A depression is over when 
a majority say to themselves, ‘I’ve got to 
find my way out of this.’ ” 

It certainly was fashionable to be almost 
penniless during the months that followed 
that eventful Friday in November, 1929. 
Anyone who did not complain of Wall Street 
losses was viewed with suspicion—a sus- 
picion that he was something less than a 
pauper. It was fashionable to be broke so 
everyone was at least badly bent. That 
was the first phase of the current depres- 
sion. Fortunately, many of the well- 
informed now feel that the second or middle 
stage—the one devoted to talking, wonder- 
ing and wishing—has been concluded. Peo- 
ple are now facing realities. Waste has, in 
large measure, been eliminated. Expenses 
have been reduced and proportioned to 


DISPLAYS MUST SELL MERCHANDISE 


By S. C. RIESER 
The Laclede Gas Light Co. 
St. Louis, Mo. 


ln THESE days of sliced appropriations 
and carefully-watched sales costs, window 
displays play a more important part than 
ever before in selling and merchandising 
goods. I think the past year has seen more 
emphasis placed on the merchandise and 
less on atmosphere or beautiful windows. 
Nowadays window displays must sell mer- 
chandise. Most of us have had our appro- 
ptiations cut, yet we're expected to do a 
bigger selling job with less money. I be- 
lieve this is a good thing for the window 


THE GAS COMPANY WINDOW 


By STUART BRADESMAN 
Boston Consolidated Gas Co. 
Boston, Mass. 


—2aee——* in the development of 
window and store display advertising in the 
utility field during the past year has been 
the closer combining of all advertising and 
display presentations than in the past. Up 
to this past year display advertising in the 
gas industry has been a more or less indi- 
vidual expression of ideas to the bigger 
companies. Through the media of excellent 
display material prepared and distributed by 
the American Gas Association to the smaller 
gas company the whole display picture has 


sales. Foodstuffs are being sold at prices 
that tempt the small as well as the large 
stomach. No one still wonders whether 
the bottom has been reached. As a matter 
of fact, all indications point to the third 
and concluding phase of any business de- 
pression; the time when the majority say to 
themselves, “I’ve got to find my own way 
out of this.” 

Wishing has never brought in business. 
We must go out and get it. Therefore, dur- 
ing 1932 I predict really tremendous in- 
creases in the effectiveness of window dis- 
play advertising. Remember, though, we 
are on the threshold of a year of even 
greater economy. Every expense must be 
justified—or eliminated. In many cases it 
will be necessary to prove the value of 
the display advertising you produce. How- 
ever, effective advertising—in a window or 
in a newspaper—is an intrical part of our 
economic recovery. During 1932 facts will 
be substituted for boom year theories. 


display profession, for it takes window 
display out of the decorative class and 
aligns it with the potent sales factors of 
newspaper and direct-mail advertising. 

During economic conditions such as we 
are now going through, people are careful 
shoppers. They do not buy hurriedly, but 
spend more time looking around and com- 
paring values. This gives the display man- 
ager an opportunity te become a merchan- 
dising man and to display his merchandise 
in such a way as to create sales. 


taken on a uniform and effective front. 
Effective poster treatments have been 
continued as the best method of advertising 
bulky appliances and service themes, but 
with more variation than in the past. Na- 
tional advertising also has come in for its 
play in the gas company. window, several 
big companies running whole series based 
on a national theme. More attention has 
also been given to the treatment of store 
interiors than in the past. Unitized interior 
displays are appearing everywhere. 


WINDOW DISPLAYS BRING THE CUSTOMER IN 


By R. B. LOOMIS 
The Brooklyn Union Gas Co. 
Brooklyn, N. Y. 


Sibeaxine from our experience of mer- 
chandising gas appliances in Brooklyn, it 
seems probable that added emphasis will be 
placed in 1932 upon better displays for co- 
operating dealers. During the past eighteen 
months cur activities in this respect have 
more than doubled our dealer output. While 
this has resulted in considerable additional 
expense we feel that the increased oppor- 


tunity to display our merchandise has bene- 
fited us commensurately. 

The alert display manager will call to 
the attention of those in his organization 
who have charge of the advertising appro- 
priations the fact that while newspaper ad- 
vertising is bringing people to the vicinity 
of the store, window displays give the added 
impetus that brings the customer in. 











“Ican stay till 5.30 


| “Thanks tomy automatic range 
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Rifle-Shot versus 
Buck-Shot 


By R. M. ANGELL 


NEW YORK LIGHT & 
POWER CORP. 
ALBANY, N. Y. 





Tue sale of a service that involves a large expenditure 
of money and that is made to a family only once in a life- 
time is different from repeat sales of low-cost items. The 
sale is harder to make, needs a good deal more educational 
effort and directness of purpose. In other words, a larger 
calibre bullet aimed at a single group, even though it is 
small, with careful aim, gets more results than buck-shot 
scattered hit-or-miss at a larger group of people. 

The procedure of any good salesman can be used as a 
in creating displays for services of service-giving 
appliances. His personal appearance is clean and orderly 
yet not too flashy to distract or create distrust. His open- 
ing words are some interest provoking statement to work 
his prospect to the point of wanting to } 


model 


know more. 

Usually the salesman directly questions the prospect’s 
ability to get along witheut the appliance he is selling. 
Immediately we notice his singleness of purpose, directly 
aimed at a need. He exaggerates this need to point out how 
uneconomical, how inconvenient, how unnecessary it is to get 
along without his service. By centering all his arguments 
against this single need and then simmering all these argu- 
ments down to a single one that has the greatest appeal to 
that individual prospect, he gains the position of not being 
merely a salesman but a benefactor to alleviate that per- 
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in and let us show 
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ranges 
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son’s problems. He does not waste his time or that of the 
prospect by doting on the confusing mechanics of that appli- 
ance, as that would direct the prospect’s attention away 
from the single point he wants to get across. He knows 
that one point thoroughly gained goes farther than a multi- 
tude only half sold. Nor does he mention cost until the 


—Like salesmen, displays should 
have personal appearance. They 
should be neat but not gaudy. 
Their eye appeal should center 
about the basic rules of good 
taste. Their ingenuity of con- 
struction should aim at a single- 
ness of effect— 





—In the displays illustrated here 
you will quickly notice appeals to 
definite classes of people with 
definite problems to be solved. 
Attention, in no instance, has been 
divided by asking one utility idea 
to share space with another idea— 
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Brines You HOT ann COLD water 
AT THE TURN OF THE FAUCET 


ASK OUR RURAL REPRESENTATIVE 








—The water pump and heater display is 
definitely aimed at people living beyond 
gas and water mains. The illustration 
shows a direct comparison between 
“having” and “not having”— 


services to be gained are so firmly established in the pros- 
pect’s mind that the price seems small by comparison. Any 
cost, regardless of what is sold, is excessive when the possi- 
bilities ‘and services are not fully known. These are the 
accepted practices in selling and your windows will be no 
exception if you give them the same opportunity. 

Like the salesman, your windows should have personal 
appearance. Neat but not gaudy, nor built with flashy over- 
dressed backgrounds that lend no meaning to a sales story. 
Their eye appeal should center about the basic rules of good 
taste. Their ingenuity of construction should aim at a 
singleness of effect. 

Again like the salesman, the opening challenge should be 
a forceful and direct caption or illustration that will arouse 
enough interest to make the passerby want to know more. 
Let it be a single thought directed at each individual just as 
the salesman selects his prospect. Whatever other copy is 
used should enhance the main caption but should be sub- 
ordinated enough not to distract from it. 

The entire motive revolves about the single service that 
you are trying to sell. Don’t divide attention by putting 


other appliances in that window. No salesman ever made 
records switching from one appliance to another in his sales 
talk. 

If the salesman wisely did not mention price to his pros- 
pect until he was absolutely sure that the reaction would not 
be unfavorable, why should your windows make a bold state- 
ment when the chances are that this price will immediately 
wipe out any chance of getting the passerby interested enough 
to come into the store and make further inquiries. 

In the displays illustrated here you will quickly notice 
appeals to definite classes of people with definite problems 
to be solved. The water pump and heater display is defi- 
nitely aimed at people living beyond gas and water mains, 
its general design and color create eye appeal. The illustra- 
tion shows a direct comparison between “having” and “not 
naving,” and desire is created by showing definitely the 
results of having a pump and water heater. A definite sug- 
gestion to act, in other words an attempt to close, is noticed 
in the caption “See our Rural Representative.” 

Utility displays have grown away from the idea of show- 
ing a number of different appliances in the window with the 
idea in mind that out of a group of passersby some will be 
interested in one of the articles shown and would make their 
inquiries about it. The conclusion has been that by a single- 
ness of thought, a definite idea can be presented to a definite 
group of prospects. In other words, that rifle ammunition is 
better than buck-shot. 








‘Point-of-Sale’? Mediums 
By JOSEPH DEUTSCH 
EDWARDS & DEUTSCH 
LITHOGRAPHING CO. 
CHICAGO, ILL. 


W ITH advertisers evincing keener appreciation of the 
value and effectiveness of “point of sale” advertising, and 
making it a more important link in their publicity campaigns, 
the outlook for a substantial increase in the use of this 
medium is very encouraging. 


Of late we have noticed a tendency on the part of our 
trade to dispose of old stock on hand. This we attribute 
to reduced appropriations, yet it augurs well for substantial 
buying later on. 


Greater efficiency in distribution and installation of win- 
dow and other “point of sale” mediums has contributed much 
to lower costs and better display of windows, store and 
counter showings. 

Lithographers specializing in window and store displays 
are counting on a substantial increase in business at the first 
sign of sustained improvement in conditions generally. 
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America Is Going 
“Up In The 


Air” 


By A. H. WILLIAMS 
CINCINNATI, OHIO 


Are you “air-minded?’’ If not, you soon will be. 
The Association of Airports and Aircraft, Inc., is con- 
ducting a vast display program which has resulted in 
the recent *Air-Tours” transportation promotion. This 
promotion has been tied up with store displays through- 
out the United States these past few months, and many 
striking effects and windows have resulted. 


A unique poster panel, manufactured by Karl Roth, 
Inc., Findlay, Ohio, and approved by the Display Arts 
Federation, was distributed and was used by many of 
the leading department stores, that featured “air-tour” 
displays. The panel is very modern in design, as the 
reader can judge, approximately three feet wide and 
six feet high. The background of the poster is in silver 
with the design worked out in pastel colors and black. 


Harold G. Kates, president of the association, made 
the following statement before a prominent group of 
Chicago business men: “Windows are the best known 
direct medium of advertising.” He advocated the use 
of the new air travel posters and set-pieces to back up 
such merchandise as would lend itself to “air-tour” 
displays. 

The first example of a direct tie-up in air travel 


—We cannot say that this shoe dis- 
play is the most perfect example of 
shoe merchandising, but we can say 
that the “Air Tours” poster shows 
up most effectively in the window— 
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—This distinctive 
and charming “Air 
Tours” poster was 
designed by “Karl 
Roth.” Its sim- 
plicity in color 
and__ effectiveness 
of idea made it a 
welcome accessory 
for window dis- 
plays— 





promotion in a display window proved an unusual suc- 
cess. The Arch Preserver shoe shop, Cincinnati, fea- 
tured the initial showing of the “Air-Tours” poster in 
a window display. Mr. Kanouse, president of the shoe 
company, was tremendously impressed with this form 
of advertising because of its apparent appeal value. 
Cincinnati, of course, is “‘air-conscious” because of 
“Post and Gatty,” and many stores featured aeronauti- 
cal displays during the week of August 2, when the 
boys “came home.” 

Of course, in the shoe display on this page no par- 
ticular connection can be drawn between shoes and air 
travel except the idea that several pairs of arch pre- 
server shoes would add greatly to the traveler’s ward- 
robe. Many folks, during the summer season, bought 
shoes for travel and vacation purposes, and the tie-up 
was very effective. 

The general trend is to be modern, and the most 
modern form of transportation is by airplane. Display 
trends should necessarily tie up with the new and up-to- 
date way to go on a vacation. Windows in England, 
France, Germany and other foreign countries have used 
practically all airplane posters in their travel window 
make-ups. 

It was surprising the number of displaymen who 
traveled to the Boston convention of the I. A. D. M. 
Stan C. Holly, representing the Onli-Wa Fixture Com- 
pany, has made a number of calls by airplane, while 
J. Bardon Thomas, Jr., representing the Display Arts 
Federation, has covered considerable territory by plane. 

It is becoming the vogue among business men of 
the country to make calls by plane. America is going 
“up in the air,” and whatever is in the “eye of fashion” 
is usually window-right. 
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The Product and the Display 


By C. JERRY SPAULDING 
M. J. WHITTALL ASSOCIATES, LTD., 
WORCESTER, MASS. 


F ROM the results of carefully planned advertising displays 
in the past, the most successful ones this year will be de- 
signed to effectively hold or incorporate the product. Cer- 
tzin goods, regardless of the package, do not easily lend 
themselves to this kind of display. Rugs, for example, espe- 
cially, those of large size, could not apparently be made a 
tart of a display piece, but several rug manufacturers have 
already disproved this assumption with a noticeable increase 
in the display value of the product. Added sales attraction 
may be secured by many other goods similarly handled, 
which is the function of a live display organization to bring 
out. 

Advertisers are entitled to know display circulation in 
advance. Fortunately this is obtainable for several groups 
of retail outlets at the present time, but it must be possible 
eventually for every national advertiser to purchase displays 
from established facts and figures on these outlets, that the 
display appropriation may be most effectively expended. 
More display budgets this year will be controlled accordingly. 


The Most Profitable Display Space 


By M. W. DALLAS 
E. C. ATKINS & CO., 
INDIANAPOLIS, IND. 


U NQUESTIONABLY the dealer’s most profitable dis- 
play space is his windows and at the point of sale where 
the merchandise is stocked. I'or a great many years we have 
encouraged dealers to make attractive displays at both places 
and those that have have benefited thereby. 

In numerable cases we have received voluntary com- 
ments on the success of our hardware dealers’ attractive 
windows using our display material and suggestions for 
making the window. We are very much sold on the use of 
the display material and window displays, store displays and 
have a large selection of different styles and sizes of display 
pieces for different purposes to promote the sale of our 
products in the hardware field. 


Identification of a Product 


By H. S. BOYLE 
ELECTROLUX REFRIGERATOR SALES, INC., 
NEW YORK CITY 


One of the products manufactured by Electrolux Refrig- 
erator Sales, Inc., is distributed almost exclusively through 
gas utilities. In planning whatever display work we do, the 
boundaries of utility display must always be considered. This 
fact guides us considerably in our display work. 

Our best success with displays through these utilities has 
been in tieing up national and local advertising to the win- 
dow and the floor display. Our preference for this work is 
good, sturdy material of a plain selling character. We are 
not given to elaborate displays that require special settings 
for their best use. Our 1932 displays will center on identifi- 
cation of our product rather than on attracting attention 
to our product. 

Our method of handling displays is to establish what we 
believe to be something that our utility dealers will use 
and at the same time be sufficiently distinct from other dis- 
plays to attract the attention to our product. These dis- 
plays are prepared by us and then offered. to the utility at 
a price that we feel they will accept. The price of the dis- 
play is not always determined by the price we feel we can 
get from the utility, but the more equitable the balance, the 
more turn-over we have in money set up for displays, with 


the natural result of the use of more displays. 
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IT’S 
TIME TO SEND 
FOR THIS 
HANDY 
FREE BOOK 


of supplies at 


NEW LOW PRICES 


Here it is again. A new 1932 Daily Catalog of 
“Perfect Stroke” Brushes and Supplies—a catalog 
that eclipses them all (including past Daily Cata- 
logs). Send for it. It has page after page of new 
supplies just taken on—supplies designed to fit your 
changing needs. And it features new low prices 
on many lines. Send the coupon today. 


Bet L Daily 
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BLANKS 


CHIMATCO BLANKS 1S yOur answer 
for speed at sale Pimes. . 


Ohese fine heevy Or lighr 
wCiGhl substantial boards costed 
two “sides with o vich velvety 
whit@ finish, ore highly edapred 
for speed wOrk 
with brush Or pen. 





CHICAGO CARDBOARD COMPANY 
G66 WASHINGTON BivD. CHICAGO. 
"CreatOrs OF unusual CerdoOerd prOduCts. 
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DISPLAY WORLD 


Display and Equipment 


The Man With A Good 
Window Display Plan 


In the battle to secure lower distribution 
costs, executives are faced with the necessity of 
making every dollar give a benefit performance in 
addition to its regular job. Elements of expense 
are more carefully analyzed than ever before. 
Advertisers are challenging circulation statements 
and rates. Efforts are being made to more accur- 


ately evaluate the benefits of radio broadcasting. 


Boards of Directors are demanding actual proofs 
of the value of projects and oftentimes the imme- 
diate tangible value of a plan has a direct influence 
on their decision as to its adoption or rejection. 


The man with a good window display plan 
can meet every challenge successfully. From a 
national advertiser's standpoint, the plan should 
be tested, modified, refined and strengthened. 
The display should interest the retailer more than 
ordinarily so that he will leave it in his window 
a sufficient length of time to get the maximum 
benefit from it. 


Related merchandise displays seem to have 
become more strongly entranced than formerly 
and I believe that 1932 will find a greater number 
of national advertisers offering the retailer dis- 
plays that stress related merchandise as well as 
that of the particular advertiser. 


W. H. LEAHY 


Advertising Manager, 
Dennison Manufacturing Co., 
Framingham, Mass. 





January, 1932 
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THE DISPLAY INDUSTRY SHOULD PREPARE 


By R. E. MAC KENZIE 
Old King Cole 
Canton, Ohio 


) Hundred and Thirty-one— 
that year ot hesitation, obstinancy and 
puerility—just passed has brought to light 
a lot of clay feet. (It was inevitable that 
such a sculptural illusion would occur to 
a three-dimension display maker.) 

Nineteen Hundred and Thirty-one—that 
year that saw advertising appropriations 
hacked at, viciously, ruthlessly, profitlessly ; 
the year that saw a leading advertising jour- 
nal sponsoring a sort of symposium where 
leading advertising men chose their ideas 
of the best advertisements—regrettably often 
those of companies whose statements of 
earnings made the international money sit- 
uation look happy and bright. 

A year that found the display business 
finding displays—in the cellar, in the ware- 
house, and, thank the times for it, in the 
heads of displaymen. 

Let me burden you with a war remonis- 
cence. Not all of the small group I went 
over with to drive ambulances came back. 
It was tough times for them. For the rest 
of us it was an educational experience that 
should have taught us a great deal. 

That’s the way I like to think about this 
year of 1931. Display advertising went 
through and came back. 


Regardless of how beautiful, forceful and 
punchful other kinds of advertising may be 
made to be—in your favorite magazine, 
above you in your street car, or in your 
morning’s mail—that type of advertising 
which sells you at the purchase point will 
always be the most profitable. 

You can’t reach over the arm of your 
reading chair, upon being convinced of the 
efficacy of Maiden’s Prayer Deodorant and 
purchase a bottle of it. But if you’re pass- 
ing a drug store (with the display in the 
window) or if you’re inside (with the dis- 
play on the counter) you can reach over the 
“indecision point’—-and come out with a 
bottle. Displays do sell. Consider the busi- 
ness being done at the Empire State Build- 
ing Tower. Display! Display! 

Some day someone will find out how 
many more articles, of identical worth, are 
sold when displayed over those articles not 
displayed. When that happens show win- 
dows will be enlarged and store areas 
doubled. The display industry should pre- 
pare. More facile creativeness, better 
craftsmanship, lower costs will give it its 
rightful position in the structure of mer- 
chandising—at the head of sales-making 
advertising. 


DISPLAY INDEXES CHARACTER OF A STORE 


By I. L. BRADFORD 
Secretary, N. D. E. A. 
Chicago, II. 


"hie method a store uses in displaying 
its merchandise is an index to the character 
of that store. The prime object of mer- 
chandise display is, of course, to sell mer- 
chandise; but window displays may be made 
to perform many other functions of value 
to the store and the community, providing 
the personnel of the store is so inclined. 
The displayman naturally is responsible 
for a major portion of the technique, but if 
he does not have his organization with him 
and back of him it will be impossible for 
him to produce anything more than a dis- 
play of merchandise, which while it may be 
artistic and attractive is known to be de- 
signed for one object only, to make sales. 
Store front displays can easily be so de- 
signed as to be of educational value and, 


therefore, interesting to the public aside 
from the merchandise interest. A_ store 
broad enough to feel and acknowledge its 
responsibility as a public institution in its 
community and incorporating in its displays 
this feeling or attitude may accomplish 
great good over a large area. 

This expression of community interest will 
react beneficially to the store through in- 
creased prestige and goodwill, which when 
summed up mean nothing more or less than 
favorable publicity. Your message to the 
public through your display window may be 
merely commercial or it can in addition be 
instructive, friendly and useful, thus show- 
ing the human characteristics of your store 
as well as its purely commercial side. Your 
store in 1932 will be what you make it. 


DISPLAY—A CONCENTRATED SELLING JOB 


By BERT L. DAILY 
Bert L. Daily, Inc. 
Dayton, Ohio 


| THE casual eye the changes in win- 
dow display methods may be so slow as to 
be almost imperceptible, but from my posi- 
tion in the supply field such changes seem 
to come about with almost lightning swift- 
ness. <And it is amazing how new innova- 
tions of design or method sweep the entire 
nation almost overnight. 

It is impossible for me to outline any 
one system or method of decoration that 
now seems dominantly popular. Before 
these words reach you the pace may be 
altered or changed entirely. In the march 
towards greater effectiveness in display 


through simplicity, however, one guiding 
rule seems evident. The time, the effort, 
the supplies that were formerly massed into 
windows in a wild jumble of color and 
form are now all concentrated in the pro- 
duction of one central figure or theme that 
strikes the keynote of the display. 

The cutawl, the projector, metallic or tin- 
sel—all of these and countless other de- 
vices are being used with splendid effect, 
not in meaningless masses of color and 
shape that only attract the eye but in the 
production of well-conceived displays that 
attract first and then do a concentrated sell- 
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The N. D. E. A. 


Convention 


By I. L. BRADFORD 
SECRETARY, N. D. E. A. 


CHICAGO, ILL. 


Tue plans of the Display Equipment Manufacturers of 
the United States for their coming exposition are now per- 
fected and the exposition will be held at the Sherman Hotel, 
June 20, 21, 22 and 23, 1932. The plans now formulated are 
for the purpose of stimulating interest among merchants, 
merchandise managers and buyers of the various departments 
of the store in the value of “selling by display.” It is planned 
not alone to interest them in display equipment but in the 
value of display itself. 

All manufacturers who will exhibit at the National 1932 
Display Trades Exposition are leaders in their particular 
field and their exhibits, grouped as they will be under one 
rooi, offer an opportunity never before presented of viewing 
at one time all the best and most advanced ideas in merchan- 
dise display. A great majority of the larger firms in the 
industry have reserved exhibit space at this early date. This 
unusual early reservation of exhibit space is a most encourag- 
ing indication of what the manufacturers feel regarding the 
prospects of the coming year 1932. 

Reservations for 50 per cent of the space have been made 
by the following firms: The Adler Jones Co., Chicago; The 
Botanical Decorating Co., Chicago; The Crystal Fixture Co., 
Chicago; Curtis Leger Fixture Co., Chicago; Bert L. Daily, 
Inc., Dayton, Ohio; The Decorative Plant Co., New York; 
The Display World, Cincinnati, Ohio; Earl W. Gashoff Co., 
Danville, Ill.; The D. J. Heagany Mfg. Co., Chicago; C. L. 
Hulsizer, Inc., Des Moines, Iowa; International Register Co., 
Chicago; Hugh Lyons & Co., Lansing, Mich.; The Merchants 
Record & Show Window, Chicago; Milwaukee Form & Wax 
Figure Co., Milwaukee, Wis.: Modern Art Studios, Inc., 
Chicago; Onli-Wa Fixture Co., Dayton Ohio; J. R. Palm- 
berg’s Sons, Inc., New York; Shoe Form Co., Auburn, N. Y.; 
J. B. Timberlake & Sons, Inc., Jackson, Mich. 

The secretary of the National Display Equipment Asso- 
ciation, with offices at 300 West Adams Street, Chicago, will 
gladly reply to any inquiries relative to the work being 
carried on by the N. D. E. A., or give any further information 
to anyone interested in the 1932 exposition. 





BAKELITE FINDS FAVOR IN THE 
EYES OF DISPLAY 


The use of bakelite for display fixtures is new and offers 
tremendous advantages over any other material for certain 
purposes. From the standpoint of smart effects, there is no 
material within the price range that quite equals bakelite 
in handsome appearance. Numerous effects are possible 
as this material can be used for display fixtures bases as 
well as uprights, tops, decorative effects and certain types 
of forms. 

Bakelite is non-inflammable. It is not affected by heat 
or cold. It is washable. It is permanent in color and finish. 
Bakelite does not fade in the sunlight. It’s lustre can be 
restored by polishing by hand. Bakelite does not sweat like 
rubber. It will not mark silk or leather goods. Bakelite 
will not tarnish silverware. 





SPECIALTY DISPLAY CASE CO. BECOMES 
SPECIALTY DISPLAYS, INC. 


Announcement is made of the purchase of the Specialty 
Display Case Co. by Specialty Displays, Inc., Kandallville, 
Ind. The new ownership brings to this old-established 
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business a substantial financial structure, retaining the same 
responsible operating personnel of all its department heads. 
These men have had years of experience in designing and 
producing the better display cases. 

The new corporation will be operated under a greatly 
reduced overhead, which saving will be passed on to its 
valued customers on both re-orders and new designs. New 
quotations will be convincing—-ask for them. : 





THE NEW THERMATIC MOTOR-LESS UNIT 
FOR DISPLAY MOTIVATION 


The THRERMATIC Motor-less Movement, a desirable 
achievement in electrical motive power, is now being intro- 
duced by Erisman Advertising Display Company, 61 White- 
‘s hall Street, New York City, manu- 

— facturers of the Book-O-Matic 
Advertising Machine and Flash-O- 
Matic. Automatic Controls. Mo- 
tion can now be applied to displays 
and cards, simplifying and dispens- 
ing with the use of motor, magnets 
and complicated parts, producing 
the same action as an expensive 
motor equipped device. 

THERMATIC is a basic pat- 
ented unit of energy, marvelously 
simple, compact and perfect in 
construction, with a powerful ro- 
tary-reciprocating action at an in- 
termediate speed. There is no 
motor, magnets, gears, belts or 
pulleys, requires no lubrication, has 
only three moving parts, operates 
on either AC or DC, 110 volts. 
Current consumption insignificant, 
it is absolutely silent in operation. 
Size, 18x3x2% inches and weighs 
only 3% pounds. Requires no serv- 
icing, it is fool-proof and unfailing in performance. 

Especially applicable to cardboard displays for motivating 
cut-out parts such as arms, hands, legg, head, eyes, etc. It 
produces a natural life-like effect when applied in this 
manner, for it operates at an intermediate speed. Another 
important feature is the adjustment for obtaining proper 
hesitation at either or both ends of stroke, so desirable for 
effects such as smoking, drinking, etc. 

This unit is so designed that application is a very simple 
matter, an important factor to the lithographer or process 
display producer in quantity production. Six wood screws 
will attach ready for operation. This unit is also manufac- 
tured for automatic display light control, equipped with ten 
ampere, mercury to mercury type tilt switches, single circuit 
on and off and two alternating circuit types. For higher 
capacities their Flash-O-Matic outdoor sign controls are 
built to carry capacities up to fifty amperes per circuit. 
Flashers for various effects and purposes will be made to 
order. Quantity prices and full detailed information may be 
obtained by writing the company. 














MAKE YOUR OWN PROJECTOR 
FOR TEN DOLLARS 


The manufacturers of the “Brischograph” have just an- 
nounced two new lenses, scientifically correct, with which 
a displayman, sign writer or poster artist can make a 
“brischograph” or enlarging camera. The lenses cost only 
ten dollars. They are over three inches in size, are mounted 
in a black metal tube and are ready for use. The only other 
items needed are two light sockets, two lamps, six or more 
feet of cord and a common bread box. 

With this “home-made” projector, and with the projector 
within ten feet of the screen, pictures can be enlarged to 
life size. Every line will be true, colors will be perfect and 
no distortion will be evident. The same projector can enlarge 
pictures to sizes you would never care to paint. 
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EYE-CATCHING BEAUTY 


in this new display material 





HIS beautiful Wilson Bros. 
Christmas window display 
was used by hundreds of their 
dealers last month. The upper 
part of the panel is a sky of dark 
blue Billowpak with silver stars 
pasted on it. The lower part is 
snow white. Lettering and figures 
are mounted on corks, to give an 
intriguing depth. It’s as simple as 
ABC. Yet, if you saw it, you will 
remember it was a “stopper”. 
The Billowpak and other ma- 
terials for this richly attractive 
window display cost but a ridicu- 
lously small amount. This trend in 
windowsisinthe very best of taste, 
as evidenced by the extensive use 
in large metropolitan stores. 
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Everywhere display men are 
hailing Billowpak as a new “find”. 
It is amazingly easy to use. With 
two paper clips you can form 
strong pillars or pedestals. Unique 
effects are achieved by air-brush 
painting; or silhouette, or color 
illustrations on the back—placing 
a light behind the translucent 
Billowpak. And Billowpak displays 
keep beautiful for a long life. 

You will have to see it for your- 
self to realize fully it’s richness 
and the simplicity with which 
you can achieve a wide variety 
of display effects. Mail the cou- 
pon and we will be glad to send 
color samples, prices, etc. 











THE NEW COLORED DISPLAY MATERIAL 


REG. US. PAT. OFF. AND FOREIGN COUNTRIES 


[LLOW PAK 











ease 





o 
a 


EPPS 


a 
de de Yd 


iF sth 


dary 
Cina 
‘Wayne Knit 


HOSIERY 


‘. 


‘¢ 


> 


w- 
4 


An effective Billowpak display easel in rich 
colors, designed and produced by L.J. Dwig- 
gins of Williams- Marshall Displays, Chicago. 
Billowpak comes in rolls 40 inches wide, 10 
yards long, in many colors, rainbow, marbk, 
interesting seasonal designs, as well as silver 
and gold. Also Cellophane faced in colors. 
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Through the Eyes 
of the Buyers 


By H. G. SCHILLER 


GENERAL ELECTRIC CO. 
NELA PARK ENGINEERING 
DEPT., CLEVELAND, O. 


T ue eyes have it! Yes, from start to finish. The eyes 
of those who live in your community; the eyes of those who 
daily pass your place of business; the eyes of those who enter 
your store. Eyes and sales and profits—they are inseparable. 

While it is possible to sell certain goods by the senses 
of small, taste, or touch, a few minutes’ analysis by any 
thinking merchandiser will inevitably lead to the conclusion 
that the senses of smell, taste, and touch are not in it with 
the sense of sight. It is through sight that we appraise the 
quality of an object, compare it with similar objects, form 
mental pictures of ourselves using it, or evaluate its pleas- 
ure to us in terms of its beauty, color, or form. By means 
of sight and experience, we are able to judge the workability 
or practical features of the things we propose buying, and 
by sight see those things that move, actually in motion. 

Through our sight and the convenient shelves of our 
mind called memory we carry away a picture of the thing 
seen, we roll it around in our thinking, see it time and 
time again in our memory, build up the desire to own it, 
and actually make up our mind to buy-it. 

The time was when merchants kept everything stuck 
away on shelves and out of sight. The purchaser was sup- 
posed to know what he wanted and ask for it. And the 
chances are that he bought only what he asked for; he was 
never asked to buy, never was intrigued by additional 
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things that could be purchased at the same time, never spent 
more than he intended to spend when he entered the store. 
His reasons for skimpy purchasing were answered by the 
fact that he saw nothing else he wanted. 

The dictionary defines light as: “The essential condition 
of vision.” So the other essential to the seeing-buying-profits 
plan is light. Light on the outside, light in the show win- 
dow, light in the interior, in wall cases, show cases, and 
special displays. Few stores can have sufficient natural 
daylight, even in the daytime; none can afford to be without 
artificial light on dark days, during late hours, or after dark. 
Few, if any, stores can afford to close their doors when 
their clerks go home and virtually say to their purchasing 
public: “Well, that’s that for today. We will not be in 
business and you must not be interested in us, or our prod- 
ucts, until we open our doors tomorrow morning.” 

On the contrary, you are in keen competition with those 
who sell the same goods as you, and with those who sell 
foods, clothes, automobiles, furniture, and amusement; you 
have active competition for your share of the consumer’s 
dollar. The next time you stop at a show window or make 
a purchase, see if light and sight have not had considerable 
to do with making up your mind! 


In olden days, especially during slack hours, invitation 
to come in was offered by the store proprietor, who was 
generally seen standing at his store front or hanging out 
his awning ropes; other stores placed their salesmen on the 
sidewalk to approach anyone who chanced to hesitate. For- 
tunately, those days are gone forever. But still there is 
the need for that come-in-and-look invitation link between 
those who pass by and those who have goods to sell. That 
link must be strong, the invitation must be at once courte- 
ous and irresistible, the method must be measurable in terms 
(Continued on page 62) 


—Through your show window you are con- 
stantly talking to those who pass by; you 
are displaying your wares in a conserva- 
tive and yet extremely effective manner; 
through your show window you sell— 
create desire to own. This chart graphi- 
cally shows the part played by lighting— 


VALUE OF INCREASED LIGHTING IN SHOW WINDOWS 
BASED UPON A PROFIT OF #10 PER HOUR AS ESTIMATED 
BY CLEVELAND PROPRIETORS FOR A 20-FOOT WINDOW 


ILLUMINATED TO 40 FOOT-CANDLES ON EUCLID AVENUE 


LEVEL OF ILLUMINATION 
ATTRACTIVENESS 


15 Foot-Candles 


4O Foot-Candles 


100 Foot-Candles 








PROFIT FROM 


COST OF 
WINDOW LIGHTING 
LAMPS and CURRENT 
PER YEAR (2.000 hours) 


100% 


$70°° 




















January, 1932 


Artificial Flowers and Display 

By JOSEPH SCHACK 

THE SCHACK ARTIFICIAL FLOWER CO. 
CHICAGO, ILL. 


A FTER making a careful survey and coming in contact 
with stylists in Chicago and New York, the writer was very 
much impressed with the changes of style in women’s wear. 
To properly display these new styles, an entirely different 
decorative treatment must be used than that which has been 
in vogue the past year or so! During the moderne art craze, 
which affected various styles in merchandise, it was neces- 
sary to display this material in a surrounding as _ ultra- 
modern as the merchandise itself, but times have changed 
and we are now entering another cycle in decorative treat- 
ment where floral decorations of all kinds will be in greater 
demand than ever, due to the fact that it will be necessary 
to use floral decorations to set off the new styles in mer- 
chandise to good advantage. Therefore, the decorative treat- 
ment for the coming season will call for the use of floral 
decorations in all window and interior displays. 

Realizing the importance of having the proper decoratives 
to meet this demand, the Schack Artificial Flower Company 
have given much thought to the designing of their new spring 
line of decoratives. Their new Spring Flower Book is now 
on the press and will be ready for mailing the latter part of 
January and will contain a great variety of new and original 
ideas in floral decorations to enhance the appearance in the 
presentation of the new styles. Every displayman should 
have a copy and this new Spring Flower Book, which is 
available to all those who will send in their request to the 
manufacturer. 


Window Display Merchandising 
By JOHN H. CRYSLER 

NATIONAL GARD, MAT & BOARD CO. 
CHICAGO, ILL. 


To THE display manager and his show window falls the 
responsibility of maintaining the gross sales of the store— 
thus the task of attracting attention through effective window 
displays. Therein the pedestrian may be converted from a 
mere passer-by to a shopper and actual purchaser of some 
article within the store. 

There are few, if any other, media of merchandising that 
offer the merchant such vast and unlimited opportunities for 
rapid returns and increased net profits. The greatest poten- 
tial market lies in the throngs that pass the display windows. 

To more fully evaluate the pulling power of your show 
window it is essential to realize that the effective window 
display represents an estimate of 50 to 75 per cent of the 
total store-rental cost. Therefore, the task demands of the 
display manager sufficient time, thought, and energy so essen- 
tial for the construction of effective window disp!ays which 
must reap the business justly due to the store. Wiaithin the 
estimated seven seconds that the passer-by requires to pass 
the average show window, the window display must be 
capable of attracting the attention of the individual, and 
cause him to stop. During these brief intervals of the 
pedestrian’s concentration, the display must be strong enough 
to convert him into a store customer. 

After the physical arrangement of the show window is 
made correct from a standpoint of color harmany and proper 
balance, the “feature item” is placed at the optical center 
of the show window. The lighting of the window is perfected 
so as to give highlight effects to the most important item of 
merchandise displayed, with-a certainty of sufficient illumina- 
tion to the other articles in the window and with no mirrowed 
effects by day or shadow effects by night—thus determines 
the dividing line between a good sales-pulling display win- 
dow, as compared with an ineffective one. 


(Continued on page 62) 
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‘ 
NEW! The Thermatic 


MOTOR-LESS MOVEMENT 
FOR DISPLAY CARDS 
Does all that an expensively 
motor-equipped device will do. 


A BASIC PATENTED 
UNIT OF ENERGY 


Marvelously simple, compact 
and unusual in construction, for 
motivating cut-ovt parts at a 
natural life-like speed with hesi- 
tation, if required. 

There is no motor, magnets, 
gears, belts, or pulleys, requires 
no lubrication; only three mov- 


- ing parts, absolutely silent; no 
“a servicing, trouble-proof. Six 
© wood screws will attach ready 


for operation. 
Size, 18”x3”x2%4"”—3% Lbs. 


THERMATIC motivated display cards will tell a 
forceful message of character beyond compare! 


Your lithographer or process display producer can 
easily design your displays with Thermatic. 


Erisman Adv. Display Co. 


Also Manufacturers of Book-O-Matic Advertising Ma- 
chines, Act-O-Matic Motion Displays and 








* Flach-O-Matic Automatic Controls 7 
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Jewel Electric Specialties 


Ovr Jewel Travel 
Word Sign shown 
| here has room for 20- 
i} word message. It is 








a 





WINDOW ADVERTISING | 


brilliantly lighted and can be _ changed 
quickly by merchant. 

MAYER’S MOVABLE ELECTRIC TURN- 
TABLE has been purchased by us and we 
make many new designs in Chrome. 
JEWEL ELECTRIC FOUNTAINS. We 
have over 30 new designs of portable elec- 
tric fountains for display. Also large color 
change fountains. Send 6 cents for large 
catalog. We want reliable distributors. 


JEWEL ELECTRIC & _ co. 
4505 Ravenswood Ave. HICAGO 

















Wake Up Your Windows! 


Universal Turntables 
STIMULATE INTEREST—INCREASE SALES 
Always the best. Electricity cost less than 50-watt light. Fully 
warranted, fool proof and reliable. Rent on trial; purchase optional, 
if desired. Cash discount. 


ELECTRIC WINDOW SALESMAN CoO., 
46 Cornhill BOSTON, MASS. 














LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORE 
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Through the Purchaser’s Eyes 
(Continued from page 60) 


of sales for a given expenditure, and the invitation link 
must be adjustable to meet the habits of the people on the 
street—people who are rolling by on wheels at 25 miles per 
hour, and those who are hurrying to and from work, lunch, 
or theater. 

Light can be made to do the following: 

1. Place the name of your store and your product before 
people who are a block or more away, or passing in auto- 
mobiles and street cars. 


—An overhead view on any street will 

reveal a condition such as shown here. 

Higher light intensities on good displays 
compel attention— 


2. Stop a high percentage of the pedestrians who pass 
your windows each day. 

3. Create the urge to own some of the products displayed 
in your windows. 

4. Convey the thought that there are additional interest- 
ing things to see inside the store. 

5. Bring customers inside. 








Window Display Merchandising 
(Continued from page 61) 


Now for the background of a well-set-up window display. 
The background is like an invisible hand that steadily points 
to the merchandise on display, attracting and holding the 
attention of the passer-by. The background also makes for 
the perfect color scheme by proper contrast with the goods 
displayed, and concentrates attention to the point of advan- 
tage; in other words, by maintaining the gaze of the passer- 
by centered on the most important article in the display, 
and at the same time concealing other distracting features 
or activities within the store proper, the full value of the 
display is realized. 

Of course, due care must be given to emphasize the varied 
uses and advantages of the merchandise on display as best 
fitted to the needs of the passer-by. These features can be 
most effectively impressed by the use of well-lettered display 
cards; the background of the cards being of a seasonable 
color scheme, blending in with the entire display. Success- 
ful displaymen are constant users of colorful and novelty 
pattern showcard boards for their sales-pulling message, on 
the theory that it pays to select showcard and mat boards 
that are especially manufactured for these exacting require- 
ments. A constant change of backgrounds and display cards 
to fit the varying seasons of the year, and the change in 
merchandise displayed, surely tend to keep the show window 
most efficient. Again, the show window is the greatest and 
most effective media of merchandising, and herein lies the 
opportunity, responsibility, and task of the display manager. 


The 1932 Trend in Display Fixtures 


By JACK DeWEESE 
ONLI-WA FIXTURE CO. 
DAYTON, OHIO 


B USINESS along many lines, particularly the display 
fixture manufacturing end, has shown a marked pick-up,” is 
the encouraging news from Jack H. DeWeese, president of 
The Onli-Wa Fixture Co., Dayton, Ohio. “Retailers the 
country over, especially those in the smaller cities, are rely- 
ing more and more on their windows to product volume. 
“The 1932 trend of display fixtures is adapted to the vogue 


for modernism that has been popularized. The simpler the 
display, the more effective. This principle has been embodied 
in the manufacture of Onli-Wa Maple or Walnut Fixtures 
with chromium combination. Onli-Wa displays are not only 
simple in design but ultra-modern; in fact, they represent 
the style that will be found in the retailer's window for 
several years to come. 

“The window displayman, and the merchant experienced 
in trimming his own windows, know the importance of 
building up their display around a central point of interest, 
and display fixtures that do not attract undue interest to 
themselves are needed. Fixtures must be seen, of course, 
but should not overshadow your merchandise.” 

Mr. DeWeese called attention to a new catalog just issued 
by his organization, featuring chromium combined with 
maple or walnut. The brilliance of chromium lends itself 
to attention-compelling display and is easily kept clean and 
bright. The catalog of Onli-Wa 1932 fixtures is now ready 
for retailers and displaymen. It will be mailed promptly, 
upon request to The Onli-Wa Fixture Co., Dayton, Ohio. 


A Thought For 1932 Displays 
By KARL STERN 

STERN, JOHAM & GROSSMAN, LTD. 
LOS ANGELES, CALIF. 


From the mightiest merchant to the humblest shoe repair 
or groceryman there will be a real battle for business in 1932. 
And, window display—window merchandising displays—can 
and, in many instances, will mean the difference between 
profit and loss. 

My thought for 1932 displays is: 

1. Improve your window and store displays. 

2. Good displays will interest your potential customers. 

3. Increase your display budget to assure good displays. 





BOSTON STORE, MILWAUKEE, OBTAINS 
SERVICES OF ELLSWORTH BATES 


On January 11, Ellsworth Bates, formerly display direc- 
tor, Block & Kuhl, Peoria, Ill., became display director for 
the Boston Store, Milwaukee, Wis. Mr. Bates succeeds 
W. A. Gillies. 
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A Few Reminders 
On Window and 
Store Displays 


By W. W. GIBBS 


TENNESSEE PUBLIC SERVICE CO., 
KNOXVILLE, TENN. 


SomEONE has said that window displays are nothing 
more than three dimensional posters. Whether this be true 
in all of its angles or not is more or less left up to the 
individual viewpoint and to the type window being classified 
in this description. One thing is certain about any window 
display and that is the fact that the passer-by only spends a 
very few seconds in viewing your display. This has been 
determined from actual tests. Properly lighted windows and 
displays are working fifteen hours’ average per day for the 
establishment they represent, and during this day approxi- 
mately 10 to 12 per cent of a city’s population will pass a 
window. 

Only a few days ago a fellow advertising and sales pro- 
motional man, a personal friend, was speculating as to the 
number of people who would view a “Keep your eye on 
Chevrolet” billboard which was installed in a very promi- 
nent location in this city. It is interesting to note that the 
billboard people rely entirely upon expert opinion and statis- 
tical data for location of billboards, and, as my friend and 
I discussed, the merchant with a fair or good business loca- 
tion is not affected by this problem and consequently is in 
@ position to display not only his merchandise better but 
reflect the character of his individual business in his win- 
dow display. My friend and I finally decided that in a town 
of 150,000 people, approximately 27,000 pair of eyes would 
be cast on that billboard every day, possibly the same pairs 
a number of times, say three. Some method of telling a 
story—what ! 

Getting back to window displays and store interiors, 
30 to 40 per cent of all merchandise sold in different sales 
establishments are as a result of the window displays. If 
this be true quite a percentage of the rent should be charged 
directly against windows and certainly the advertising ex- 
penditures covering window display material and equipment 
should be handled more generously rather than “sat upon” 
during the budgeting for the yearly expenditures and 
expenses. 

One interesting fact that I have recently come to realize, 
and I have talked to a lot of smart advertising and display- 
men who still don’t admit it, is “a window display must be 
built for the side of the street on which a business estab- 
lishment is located.” The American public walks down the 
right-hand side of the street and your display must be built 
to catch the eye and stop that public. 

The revolutional changes that have been brought about 
in window display during the past two or three years have 
educated a lot of us to the fact that many, many displays are 
built which “out-display” the sales thought and story—the 
primary object of a display. Please don’t misconstrue my 
statement to be a criticism of the wonderful art work which 
has been developed in connection with window display. The 
point I wish to bring out is that we have been overlooking 
important sales points pertaining to the merchandise on dis- 
play and have developed artistic backgrounds, fixtures and 
cards, and have not emphasized the merchandise and how 
wonderful it would be to own it. I have jumped off the 
cliff myself a number of times. 

Public service companies, gas and electric utilities could 


(Continued on page 67) 








GEORGE WASHINGTON 
BI-CENTENNIAL 
CELEBRATION 


It is fitting and proper that the 
influence of this vast celebration 
be perpetuated by a display in 
your windows of this portrait of 
George Washington reproduced 
in nine colors direct from the 
original painting by Gilbert 
Stuart and framed in a beautiful 
gold Colonial frame. 


Size, 21x2514 
$9.00 


Complete 


SCHACKS NEW SPRING 
BOOK OF DECORATIVES 
NOW READY FOR MAILING 


You will want a copy of this big book 
of Spring Decoratives, consisting of 
24 pages, finished in four color pro- 
cess, of new, novel and original decor- 
atives, specially designed for the 
Spring and Summer season. Schack’s 
New Spring Book will prove a big 
help to you in selecting the newest 
decorative conception that will make 
your displays a sure success— 


Send for this Book today— 
It’s Free — Ask for Book 
S. D. — Write Today. 


SCHACK ARTIFICIAL 
FLOWER CO. 
CHICAGO 


Main Office Loop Salesroom 
319-321 W. Van Buren 319 W. Van Buren Street 
Street Fifth Floor 
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From The 
Field 


DISPLAY INSTALLATION ASSOCIATION 
HOLDS EXECUTIVE MEETING 


A N EXECUTIVE meeting of the Display Installation 
Association of America was held at the Hotel Taft, New 
York City, on December 14. The following members were 
present: E. Preston Browder, Buffalo; Herbert M. Copell- 
man, Boston; Sol Fisher, Chicago; Leo Kaplan, New York 
City; R. S. Rileigh, Wilkes-Barre; H. Van Horn, Charlotte; 
S. J. Hanick, Philadelphia. 

R. S. Rileigh, president of the Association, presided. 
Guest attendants were Johnson Rogers and Charles F. Gil- 
bert, both of the Topics Publishing Company. Discussions 
were held concerning 1932 plans, and it was unanimously 
agreed to adopt the following measures: 

1. One hundred thousand “Use More Window Display 
Installations” stickers to be distributed to all members of the 
Association, which will be used on all letter heads, invoices, 
statements and packages to create more interest in the use 
of window display installations. 

2. The use of cooperative advertising in trade papers and 
journals. 

3. The use monthly-of cooperative direct-mail advertising. 

4. Arrangements to be made for speakers to deliver talks 
on window display installations before advertising men, ad- 
vertising clubs and business conventions throughout the en- 
tire country. 


USE 
MORE 


win DOW 
DISPLAY 
INSTALLATIONS 


Jo jncrease 
Your Business 
In '1 haa! 2. “ff 


Oisplay 7y Inskatta tion 
Association 
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President R. S. Rileigh delivered a very interesting talk 
concerning several surveys he and Mr. Hanick of Phila- 
delphia made during the past year on major products adver- 
tised through window display installations. This information 
will be released in the very near future. 


The Display Installation Association plans to do big 
things in 1932 and national advertisers as well as the gen- 
eral public will profit. The next meeting of the Association 
will be held in New York City the latter part of January. 





Ss. W. D. S. & S. SAYS: 
(DE) PRESS (I) ON 

Fellows, if you will block out the first, second and eighth 
letters of the word “depression,” you will have two of the 
greatest words in the English language—PRESS ON. That 
is what the live displaymen and display installation com- 
pany has to do every day. They can’t afford to become dis- 
couraged because of being “put off,” but have to keep press- 
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ing on. So, press on, fellows, press on! Make 1932 a year 
of great accomplishments for display and its allied industries. 

This thought for 1932 comes from the South. And in 
case you don’t recognize S. W. D. S. & S., well, it’s the 
Southern Window Display Service & Sales, Inc., Char- 
lotte, N. C. 





“HIGH-SPOTTING” WEST 
TEXAS WITH DISPLAYS 

Installations of Bayer’s Aspirin Tablets, Havana Ribbon 
Cigars, Pycope Tooth Powder, Pangburn’s Candy, Bost Tooth 
Paste, Camel Cigarettes, King’s Candy, B. C. Remedy, Mer- 
cirex, Noxzema, Flit, and many others, have been made in 
west Texas territory by the West Texas Display Service, 
Abilene. This display service organization is only a little 
over a vear old, but they have gone ahead very rapidly. 

The West Texas Display Service covers their routes regu- 
larly and use nothing but “high-spot” locations, unless book- 
ings are made by the manufacturer. A number of new 
friends have been made hy merchandising their displays. 
They can do this as their trimmers are experienced salesmen 
and displaymen. All displays are sold to the dealers, thereby 
securing greater cooperation for the campaign and maintain- 
ing their contention that the success of displays depend on 
making installations produce sales. 





OUT WHERE THE 
“SUN” SHINES 

Window display is an increasingly important factor in 
determining the final choice of branded merchandise by the 
shopper. Displays should crystallize into buying action 
the desire created by the general advertising. With this 
objective in mind every display installed by Sun Advertising 
Company, Calfornia, is carefully analyzed. Background de- 
sign, color combinations and lighting are considered care- 
fully for their pedestrian appeal and after each display is 
installed it is checked and inspected by men trained for 
that purpose. Any display failing to measure up to “Sun’s” 
requirements is redecorated without cost to the advertiser. 

The results of such a service are best cited by listing but 
a few of the accounts handled by “Sun” in November and 
December: 

Acme Paints; Arrowhead Ginger Ales; Antonio-Cleopatra 
Cigars; A. D. S. Milk of Magnesia; Beverly Dairies Ice 
Cream; Blatz Malt; Bromo-Seltzer; Chapman Ice Cream; 
Christopher Candies; Coca-Cola; Cremo Cigars; Del Monte 
Foods; Golden Glow Beer; Gondola Wine Tonic; Hormel 
Hams; Hoffman Candies; Iodent Tooth Paste; Iodent-Ever- 
Ready Combination; Langendorf Baking; Leslie Salt; Lucky 
Strike Cigarettes; Lyons-Magnus Fruits; Mercirex Soap; 
Western Water Heaters; Day and Night Water Heaters; 
Muriel Cigars; Nestle Crema Cocoa Signs; Nestle Choco- 
lates; Old Gold Cigarettes; Ovaltine; Planters Peanuts; 
Schick Magazine Repeating Razors; Schlitz Malt; Segal 
Razors; Sherwin-Williams Paints; Sunfreze & Cremefreze; 
Union Oil Specialties; Westinghouse Electric; Eastside (L. 
A. Brewing); Parko Polish; Red Cap Candy; Knox-Tartar; 
El Trelles Cigars: French Maid Ice Cream; Foell’s Beverly 
Ice Cream; Superba Water Heaters; Continental Water 
Heaters; Ferd-Mulhens 4711 Beauty Line; Tropic Breeze 
Candy. 





JANES PROMOTED AT 
SEARS, ROEBUCK 


Leslie Janes, who has been display and store arrangement 
director of Sears, Roebuck & Co. for the past two years, has 
been made acting advertising, display and store arrangement 
director of the retail stores, working out of the office of 
Joseph Grivner, general retail sales manager. 

Mr. Janes succeeds W. H. Dryden, who recently resigned. 
Mr. Janes has been active in display and advertising work 
for several years. He came to Sears from the Hartmann 
Corp. 
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ALBANY, N. Y. 4 BUFFALO, N. Y. 
659 Broadway 378 Pearl St. 
SYRACUSE, N. Y. CC orrices » ROCHESTER, N.Y. 
269 Erie Blvd., W. 165 St. Paul St. 
Windo-Craft Display Service Ine. 
Home Office Buffalo 


A Leading Service Satisfying Over 
150 Leading National Advertisers 














ATLANTA, GA.—Virgil W. Shepard, 21 Courtland St., S. E. Oldest 
and largest service in the south. Organized 1905. Ask Association of 
National Advertisers. 





_ AUGUSTA, GA.—M. F. Barton, 1424 Glover Street. House to house 
distributing and window displays. 





AUSTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 





BOISE, SOUTHWEST IDAHO-J. A. Wright, P. O. Box 1292. 





BOSTON, MASS.—New England Display Service, 108 Massachusetts 
Avenue. Covering New England States. We specialize only in 
national advertisers’ window displays. 





BOSTON AND NEW ENGLAND—Bas-Man Display Service, 280 
Friend Street. Windows of distinction for national advertisers. Most 
satisfactory references. 





BUFFALO, ROCHESTER, ERIE and WESTERN NEW YORK— 
Dependable Installation Service. National Window Display Service, 
Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA.—Larger cities covered daily; country towns every 
14 days. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Ad- 
vertising Co., 1534 Sunset Blvd., Los Angeles. 


CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 


CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. <A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 











CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





DISPLAY SERVICE DIRECTORY 


A Guide for National Advertisers 


NINTH ANNUAL DISPLAY REVIEW 65 














Pee SN rN i 






NEW JERSEY WINDOW DISPLAY SERVICE 
MONTCLAIR NEW JERSEY 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install “‘merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“Merchandised Window Displays.” 





NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS | 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monrve and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Man. g-r 


I. L. LYONS & COMPANY, Ltd 














CINCINNATI 


AND SURROUNDING TERRITORY 
CINCINNATI DISPLAY SERVICE 
519 Main Street Cincinnati, Ohio 
DAYTON DISPLAY SERVICE 
402 Industries Bldg. Dayton, Ohio 














COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 


INDIANAPOLIS, IND.—National Displays, Inc., 29 Kentucky Ave. 
WE FURNISH PHOTOGRAPH OF EACH INSTALLATION. 


LEXINGTON, KY.—Cropper Display Service. Oldest and Best. 











LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





LOUISVILLE, KY.—Myers Display Service, 427 E. Broadway. 
Melvin H. Myers, Mgr. Hundreds of choice window locations at your 
service. “ASK ANY ADVERTISER.” 





MEMPHIS, TENN.—Memphis Window Disp. Serv., 183 Vance Ave. 





MILWAUKEE, WIS.—Stefan, Inc. The only organized window 
advertising service in the State of Wisconsin—nationally recognized 
as leaders. Write for our book, ‘‘The Firing Point.” 





NORTH & SOUTH CAROLINA.—Southern Window Display Ser- 
vice & Sales, Inc., Room 404, First National Bank Bldg., Charlotte, 
N. C. Branches at Raleigh, Greensboro, Asheville, N. C., and Green- 
ville, S. C. 


OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 


PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. llth 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware Write for a list 
of satisfied clients. 


PROVIDENCE, R. I.—J. M. McMahon Compaay, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 

QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 

RICHMOND, VA.—Robert Waitt. 523 E. Main St. 


ROANOKE, VA.—Roanoke Window Display Service, Box 1146, 























SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
621 Nebraska St. The only service covering Sioux City, Iowa, and 
Sioux Falls, S. Dak. 


ST. LOUIS, MO.—Thornhill’s Display Service, 2108 Olive St. A 
complete and reliable window display service for the national adver- 
tiser. We satisfy our many clients. 


SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley, 
Manager, 16 E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 


SEATTLE AITD WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A. H. Olson, Manager. A reliable and established display service. 














WATERLOO, I0WA—Henson Display Service, 329 Mulberry St. A 
complete window display service in this vicinity. 








BE REPRESENTED IN 
THIS DIRECTORY 


Responsible local display services are invited to arrange 
for the listing of their companies in this directory. It provides 
a very effective contact with users of window display installa- 
tions. The cost is very low, only $3.50 per line per year. For 
example, a three-line listing will cost only $10.50 for a full 
year’s service. One-inch display ads cost $5.00 per month on 
annual contract, payable semi-annually in advance—$30.00 with 
order. Let us have order for your listing or ad to begin with 
the next issue. 
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Three Cheers 
For The 
L.A.D.M. 


By JAMES W. FOLEY 


SECRETARY 
CHICAGO, ILL. 


UALIFYING, perhaps, as the most important action 


in the history of the International Association of Display 
Men, is the decision of the I. A. D. M. Executive Committee 
whereby the I. A. D. M. adopted the resolution passed at the 
1931 Boston Convention favoring the affiliation with the 
National Retail Dry Goods Association. 

The executive meeting was called by I. A. D. M. Secretary 
J. W. Foley with the approval of a majority of the Execu- 
tive Committee membership and was held at Hotel Sherman, 
Chicago, on December 21. While the meeting might be ap- 
propriately styled. an “emergency meeting” with the main 
topics of consideration the I. A. D. M.-N. R. D. G. A. affilia- 
tion proposal and the determination of the 1932 I. A. D. M. 
convention city, many other matters of association interest 
were discussed with the result that the meeting will go down 
in the records as one of the most productive sessions con- 
ducted within the I. A. D. M. in many years. 

The original proposals as submitted by the 1930-1931 
Senior Advisory Committee and later approved in joint ses- 
sion by the Board of Directors and Executive Committee 
were diligently considered and analyzed by the December 21 
meeting with the result that after many hours of serious 
discussion the proposal to affiliate was adopted “under terms 
mutually agreeable to the I. A. D. M. and the N. R. D. G. A.” 

While the I. A. D. M. and its membership will imme- 
diately receive the benefits of affiliation, technically, the 
consolidation will not be definitely consummated until after 
the 1932 convention and at which time the I A. D. M. execu- 
tive offices will be transferred to the executive division of 
the N. R. D. G. A. in New York. The N. R. D. G. A. will 
extend its full cooperation and the N. R. D. G. A. bulletin, 
supplemented by a department on display will go forward 
each month to all I. A. D. M. members in good standing. 
The N. R. D. G. A. will also collaborate in the conduct of 
the Thirty-fif:h Annual Convention of the I. A. D. M. and 
supply a corps of speakers. 

Executive Director Channing E. Sweitzer and Frank W. 
Spacth, managing director of the Sales Promotion Division 
of the N. R. D. G. A., will be present at the convention and 
take active part in all executive sessions. 

While it may be impossible to do so in 1932, there is 
every probability that future conventions of the Sales Pro- 
motion Division of the N. R. D. G. A. will be held in con- 
junction with or at the same time and in the same conven- 


tion headquarters as the I. A. D. M. convention and clinics. ~ 


NOT TO LOSE IDENTITY 

Through the proposed arrangement the I. A. D. M. will 
hold its identity as such and its executive offices in New 
York will function as an individual unit plus the great and 
added advantages afforded through closest contact with all 
divisions of the N. R. D. G. A. 

N. R. D. G. A. cooperation with the I. A. D. M. will be 
manifest immediately and the February bulletin of the for- 
mer will carry its inaugural display department and call 
attention to the great I. A. D. M. convention and Manufac- 
turers’ Exposition to be held in June. 





January, 1932 


WORLD 


CHICAGO THE 1932 CONVENTION CITY 

The Executive Committee meeting of December 21 also 
named Chicago as the 1932 convention city and selected 
Hotel Sherman as convention headquarters. The dates 
selected were June 6, 7, 8 and 9, the week preceding the 
Republican National Convention, also scheduled for Chi- 
cago. Plans are now under way and the exhibit space pros- 
pectus will be mailed to all manufacturers and jobbers in 
the display field on or about January 20. 

That the 1932 convention of the I. A. D. M. be the best 
in I. A. D. M. history was the demand and determination of 
all members present and to that end J. H. Richter, display 
director for The Fair, Chicago, was named 1932 Convention 
Director, to be supported by a cooperating committee con- 
sisting of Howard C. Oehler, display director and manager 
of Special Promotion, Weiboldt Stores, Inc.; Carl V. 
Haecker, display director, Montgomery Ward & Co.; J. 
Duncan Williams, display counsellor, and W. L. Stensgaard. 

The Manufacturers’ Exposition will be under the direction 
of I. A. D. M. Secretary J. W. Foley, and the lowest pos- 
sible rates consistent with judgment will be in effect. 

As convention director, J. H. Richter announced that 
only speakers of national importance and presentations of 
outstanding merit will find places on the educational pro- 
gram and that the 1932 meeting will be one in keeping with 
the standards prescribed and demanded by the National 
Retail Dry Goods Association. Economy in the interesi of 
the manufacturer and economy in the interest of the I. A. 
D. M. and attending delegates will be the watchwords. 

The announcements of this department will surely be of 
interest to all I. A. D. M. members, as well as to those not 
at present affiliated. May this writer be permitted to urge 
immediate attention to the payment of dues in order that 
every I. A. D. M. member be the recipient of the great 
benefits to be available with the advent of February with 
its official N. R. G. D. A. bulletin. May I also invite all 
displaymen not now enrolled under the I. A. D. M. banner 
to awake to your opportunities through affiliation and take 
the action that will assure your membership card in a 
qualifying affiliate of what every store owner and store 
manager recognizes as the most beneficial, the most power- 
ful organization in the entire mercantile world. 





A NEW LAMP FOR PHOTOGRAPHIC 
AND SIGN WORK 

The “PHOTO-SUN” is a handy arc light lamp, port- 
able, most economical in price, and built to consume much 
less current than the average arc light or other devices used 
for illumination in any kind of photography. The bright 
sunlight glow is produced with the aid of specially made 
white flame carbons which are operated without any spring 
devices, thus avoiding any mishaps. Another advantage in 
this efficient little lamp is the short exposure time; it requires 
only three minutes of light to expose a silk screen stencil 
at a distance of about 30 inches covering a screen surface 
of 18 inches by 18 inches. For larger size screens up to 
30 inches by 40 inches, the lamp is placed 60 inches away 
from the screens with a time exosure of six minutes; the 
proportion being for every ten inches of distance one minute 
exposure. 

The Photo-Sun is unequalled for indoor exposures, 
does away with flashlight, and enables the photographer 
to focus and make time exposures with sharper and 
clearer details. In short, it is the ideal handy device for 
ilumination purposes in general photographic use. People 
in the sign and display industry, as well as commercial 
photographers who have used this lamp, find it highly 
efficient, money saving and most convenient. The lamp fits 
any ordinary lighting socket, operates on AC or DC current 
and is manufactured in Model No. 1 which draws 8 amps, 
equivalent to 1500 watt of incandescent light, price $3.95; 
Model No. 2 draws 12 amps, equivalent to 2000 watts of 
incandescent light, price $5.00. These lamps are marketed 
by the Colonial Process Supply Corp., 126 West 23rd Street 
New York City. 
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DANIEL O’CLARE HEADS LORD 
& TAYLOR DISPLAYS 

Richard Wallace has resigned as display director for 
Lord & Taylor. He will be succeeded by Daniel O’Clare, 
formerly of the store interior display staff. Prior to joining 
Lord & Taylor, Mr. O’Clare was with Gimbel Brothers and 
before that with the Bliss Display Corp. Mr. Wallace 
before becoming associated with Lord & Taylor, was with 
Wanamakers, New York City. 





FOREIGN STUDENTS ENROLL 
IN KOESTER SCHOOL 

Since the policy of teaching only by correspondence went 
into effect, the Koester School has had quite a number of 
enrollments from foreign countries. A young man from 
London, England, was one of the first to enroll. The school 
has also arranged with N. D. Lafuerza in Panama to take 
charge of Koester instruction for Latin American countries. 
Where a student needs lessons translated into another lan- 
guage, this will be done. 





KENNETH DUNCAN HEADS 
“EDWARDS” DISPLAYS 

Kenneth Duncan has been appointed display director of 
E. W. Edwards & Son, Buffalo, N. Y., to succeed George R. 
Russell, who recently resigned. Mr. Duncan has been first 
assistant in the display department of the Edwards’ com- 
pany for several months, having previously been associated 
with the display department of J. N. Adams & Co., Buffalo. 


A Few Reminders 


(Continued from page 63) 


and should devote~a certain percentage of the display time 
of their windows to more educational type windows and 
steer away from the idea of selling appliances altogether. 
There have been a number of excellent windows worked out 
in connection with appliances which have told a story of 
appliance use and the cost of operation plus convenience. 

I am planning in the year 1932 to devote a certain amount 
of display time to products manufactured in the locality 
which will, intentionally, be educational to the people in 
that they will exhibit certain products and developments that 
electricity has made possible. 

I do not believe that the better store arrangements and 
interior displays will momentarily or even in the near future 
go to the chain store style. However, the last few years 
have brought forth more displays of merchandise within 
the customer’s touch and has proved its point by the de- 
velopment of more sales from this style of presentation. 

Public utilities are faced with a problem necessarily a 
little bit different from the average merchandise establish- 
ment in that they serve approximately every family in the 
locality, and it has been estimated that an electric utility 
carrying 30,000 domestic meters will have an average of 
1,100 people enter its store daily, most of them for the pur- 
pose of paying a light bill. When you stop to think that out 
of that 1,100 people that enter that establishment daily there 
is a representation from every walk of life, it is easily seen 
why the surroundings from the sidewalk to the utmost cor- 
ner of the building should appeal not only to customers with 
the highest bill but to the customer with a minimum light 
bill—which represents to him in percentage just as large an 
expenditure. In other words, the surroundings which would 
appeal to a millionaire will scare the devil out of a poor 
man. Utility interiors built of gold lace, mahogany and 
thinestenes will gain one point and lose another. The aver- 
age man doesn’t feel at home in these ultra showrooms and 
his only thought is to pay his bill and get away. 

It is a happy medium of interior store arrangement and 
construction which will appeal not only to the public utility 
public but to a lot of other merchandise establishments as 
well. The interior surroundings which include your sales 
personnel must be flexible in that they will contact favorably 
a public composed of classes and not a class. 
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FOR THE LATEST 
IN 


MoberN 
DISPLAY 


1932 

WILL SEE MANY NEW 
DISPLAY FIXTURE 
INNOVATIONS 





By 
HUGH LYONS & COMPANY 


LANSING MICHIGAN 


485 FIFTH AVE. NEW YORK 
(ROGER POST BLDG’) 

1311 MERCH. MART. CHICAGO 

52 CHAUNCY ST. BOSTON 
























Decorative Glass Val- 
ances put life and snap 
in this modern show win- 
dow on State Street, Chi- 
cago. Note how it also 
beautifies and increases 
the efficiency of lighting 
arrangement. 

Why not send for our 
free illustrations today. 


RAWSON & EVANS 
COMPANY 


700 Washington Blvd. 
hicago 





New CUT-OUT LETTERS 


sizes, style. Easy to use; samples, 
prices and illustrated folder on request. 


KUT-BORD LETTER CO. 


1031 South Broadway 
Los Angeles, Calif. 














NATION WIDE 


ONE CENT 1C SALE 
DURING JANUARY, 1932, OF 


ARTISTS’ MATERIALS 


WRITE FOR PRICE LIST D. W. 
ERWIN M. RIEBE Co. 
159 East 60th Street 49 East 9th Street 
New York City 
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Spring Is 
In The 
Air 





By HARRY G. WALKER 


SCHIENBERG-QUICKSILVER CC. 
WICHITA FALLS, TEXAS 





Now comes spring—and with spring comes the 


thoughts of an awakening—and, surely, it must be 
not only an awakening of the birds, the flowers and 
the bees, but a general awakening of store owners, 
managers, buyers, advertising and displaymen. This 
new season must be met in a big way—with enthusiasm, 
promotion and action—that is, if retail merchandising 
is to forge ahead. 

The holiday season was not up to expectations, gen- 
erally. The half-hearted public was met halfway with 
half-hearted Christmas displays, half-hearted merchan- 
dising and half-hearted promotions—a lack of confi- 
dence. 

This spring, merchandising must be done differ- 
ently. Faith and confidence is the foundation. En- 
thusiasm must take the place of half-heartedness. The 
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displayman can go a long way in the direction of 
restoring confidence. Display budgets have been cut 
long enough. This spring the strings must loosen. 
It’s up to the displaymen to fight to that end. 
_ The card writer, too, can place little rays of sun- 
shine in displays with smart, neat selling messages. 
This month we are offering some suggestions that 
will fit into the spring order. The cards illustrated 
are a light buff color and are mounted on a pretty 
colored pebble mat. The lettering and drawings are 
made with lettering pens and the wash colorings are 
made with the new water color pencils in natural 
colors. The size of the cards are 9-1/3x18 inches. 
Let’s fight back this spring. Merchandising can’t 
live without displays and show cards—without display- 
men and card writers. Now is the time for hard work. 


—“Harry Walker’s” show cards 
run the gauntlet of good taste 
in creative “merchandise mes- 
sage” work. Each set of new 
cards brings forth new ideas. 
Each set of ideas give his con- 
temporaries new targets at which 
to aim. His versatility is surpris- 
ing— 


—The combination of pen letter- 
ing for copy work, wash color- 
ings, made with water color 
pencils, for illustrations, produced 
on a light buff stock which is 
mounted on a colored pebble mat, 
make these new “Walker” cards 
distinctly different— 
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Are You Capable of 
Meetingithe Situation? ..... 


Are you, a displayman or merchant, 
capable of meeting the situation ?—and 
situation it will be when the merchan- 
dise is the same, the use is the same, the 
price is the same. The public, your 
customers, are likely to ask: “Why 
should I buy my merchandise from you? 
Is your answer going to be: 


Because we display it the best. 
Because we describe it the best. 
Because we know sales promotion. 
Because our display environment 
is complementary. 


Pr rP 


+5 Per Copy 


Postpaid 
ORDER YOUR COPY NOW! 


A Combined Text and Reference Book, Complete 

in Text—90,000 Words—More Than 450 Illustra- 

tions—Attractive, De Luxe Cloth Binding—Will 
Prove Its Value on Sight. 


BOOK ORDER BLANK 


THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 


Gentlemen: 


Enclosed find money order for $5.00 for one 
copy of The Window DISPLAY MANUAL, by 
Jack T. Chord. Please ship at once to: 
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SPECIAL COMBINATION OFFER—By adding 4 
$2.00 to the price of the book, a total of $7.00, we 
will include a_ subscription to DISPLAY 
WORLD, either new, renewal or extention, a 4 
cash saving of $1.00. 
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Will 1932 Bring The 
Big Moment?....... 


The moment when food and dry goods retailers 
in hundreds will handle precisely the same 
merchandise at precisely the same prices. If it 
does, the job of selling goes to the display pro- 
fession—the profession that knows display fun- 
damentals—the fundamentals collected in the 
Window DISPLAY MANUAL. 


THE 


WINDOW 
DISPLAY 











What the Display Authorities Say 


Emile Schmide, Gimbel Brothers, Philadelphia, Pa.—... 

“You have produced what is in my judgement a 
fount of informative instruction which ought to be in 
the library of everyone either actively engaged .in the 
display profession of the novice about to take up his 
life’s work.” 


Clement Kieffer, Jr., The Kleinhans Co., Buffalo, N. Y.— 

““A quick persual was all that was necessary to de- 
termine that this book will find a niche in every dis- 
playman’s library.” 


O. Wallace Davis, H. Batterman Co., Brooklyn, N. Y.— 


“T acclaim it by far the best and most helpful treas- 
tise yet attempted along this line of endeavor.” 
Carl V. Haecker, Montgomery Ward & Co.— 

“The best book I have seen prepared for educating 
and assisting displaymen.” 


G. A. Smith, National Display Counselor— 
“Chapters 8 to 19, containing the fundamentals of 
display, are worth the price of the book alone.” 


Jerome A. Koerber, Strawbridge & Clothier, Phila- 
delphia, Pa. 
“TI consider it as the leading contribution ot its 
kind to the display profession.” 


Carl H. Shank, Stix, Baer & Fuller Co., St. Louis, Mo.— 
“Many old-times could more firmly establish the 
courage of their convictions by a study of its pages,” 





Barret Lyons, Hugh Lyons & Co., Lansing, Mich.— 

“It provides a point of departure for all of us and 
provides each with a better appreciation of the other’s 
problems.” 
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Beauty Care 
Show 


By RAY MARTIN 
CONSOLIDATED GAS CO., 
NEW YORK CITY 


Tue direct relationship existing between certain 
phases of automatic gas service and modern beauty 
methods was demonstrated as a specially arranged 
“Beauty Care” show held during the month of June by 
the Consolidated Gas Company of New York at its 
mid-town office, 212 West Fifty-seventh Street. 

Leading beauty firms cooperated by supplying ex- 
perts to demonstrate the latest Parisian and New York 
beauty methods. A daily feature of the show was the 
giving of actual beauty and hair treatment to women 
selected from the audience. Ogilvie Sisters, Helena 
Rubenstein, Contoure, Marinello, Bliss, and E. Fred- 
erics, Inc., were among the nationally famous firms 
cooperating. 

The automatic gas refrigerators and a basin con- 
nected to a hot water supply were used at the show. 
Each lecturer spoke of the value of ice as an astringent 
and used ice cubes from the refrigerators in actual 
demonstrations. Reference was also made to the neces- 
sity of thorough cleanliness and the free use of hot 
water as a basis of personal beauty. 

Another feature of the show was a demonstration 
of a new “liquid powder” that is poured over an ice 
cube before use. 

There was a large daily attendance at the show, 
even on rainy days. 

Many interesting incidents occurred during the 
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ICE 1S NATUR 
GAS REFRIGERATION 





—Simple, dignified, beautiful, 
and the ease whereby the idea 
is obtained—“Ice Is Nature’s 
Astringent. Gas refrigeration 
assures a plentiful supply of 
ice cubes—and a safe place to 
keep beauty creams and lo- 
tions*—gives modern utility 
displays powerful presenta- 
tion— 


month. At one of the demonstrations a woman paused 
to listen for a few minutes and then started to walk 
away. A home service girl approached her and gave 
a cordial invitation to stay. 


“T’d like to very much,” the woman said, “but I 
have a steak here and I want to take it right home.” 


“Why not let me put it in the gas refrigerator on 
on the stage?” the home service girl asked. 


The woman was pleased with the suggestion and 
stayed for the entire demonstration, reclaiming her 
steak at the end. 

The “Beauty Care” show was a departure from the 
regular utility display work done in the Consolidated 
Gas Company display studios. The important fact 
which we cannot discount is the adaptability of the 
utility idea for features of this nature. 

Utility displays have reached a definite level in 
display presentation. It will do well for 
the profession to aim at the proficiency that 
we have been able to achieve with such 
merchandise. The old idea of elaborate 
displays falls into discard with the utter 
simplicity and dramatization of the mer- 
chandise and the merchandise message of 
modern utility windows. A similar mer- 
chandise trend has been made on the con- 
tinent, when are American displays going 
to react to such presentation ? 


—This “Ray Martin” setting 
for the “Beauty Care Show” 
emphasizes the possibilities of 
similar presentation for gen- 
eral department store displays. 
Displays are being developed 
along similar lines in Germany 
and France and it will do well 
for the American displayman 
to consider such displays— 
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WhoPr 


$1,000 Cash Show Window Winner 
$700 Cash Show Window Winner 


$500 Cash Show Window Winner 
$300 Cash Show Window Winner 


and Six Beautiful Trophies 
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Copyrighted 1931 

Colorful Hand-Painted Houdon Bust of George 
Washington on Black Velvet Panel 


Officially approved and sanctioned 
by the District of Columbia 
Bicentennial Commission 


ART 
PATRIOTISM 
SALES APPEAL 


4 


Plan NOW to Enter Your Window 
in this Extraordinary 
National Display Contest 


W 


For Complete Information 
address 


BICENTENNIAL STUDIOS 


Transportation Building 
WASHINGTON, D. C. 

















DISPLAY MANUFACTURERS 
TAKE NOTICE! 





THE 


DISPLAY CENTER 


OF PHILADELPHIA 


desires to hear from manufacturers of dec- 
orative materials and display specialties 
who are in position to give us an exclusive 
sales franchise for the prosperous Phila- 
delphia market. Write at once to 


J. L. FLICK 


N. E. Cor. 11th and Wood Sts. 
PHILADELPHIA 

















Now, This New Treasure Book of 


Display Ideas— 


Cutawl Designs 
3 











A new book 
just off the 
press to give 
Cutawl Users 
a source of 
artistic, prac- 
tical and 
effective dis- 
play ideas. 


There _ has 
been an insistent demand for a book of this kind 
and every displayman should welcome it for the 
many ideas it contains for backgrounds and dis- 
play units, both for show window and interior 
display. 

120 pages of hundreds of designs and actual 
displays. It will quickly prove its value and no 
Cutawl user can afford to be without it. Order 
your copy NOW. 


Price op -00 Postpaid 
DISPLAY WORLD - - 


Cincinnati 


























72 DISPLAY WORLD January, 1932 


Show Cards On 
By FRANK DODSON 
Parade a 
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—The cards illustrated on 
these two pages have been 
made entirely with a soft lead 


NINTH ANNUAL DISPLAY REVIEW 73 








‘pencil. No brush or pen have 
touched them— 


Once in a while something 
so extraordinary comes along, 
something so different, so sim- 
ple, beautiful, dignified, ele- 
gant and charming that the 
world pounces eagerly upon it 
and sometimes ruins its possi- 
bilities in haste of individual 
adaptation and_ exploitation. 
We hope this lack of foresight 
and laxness of carefulness 
doesn’t mare the appearance of 
pencil lettered and designed cards in 1932 in the show win- 
dows of America’s retail stores. We feel that here is an 
idea, so old, yet so new, that unless thought is given to 
the designing and lettering of the cards using this medium 
of expression, that, as in everything else, carelessness of 
technique, haste of design and composition, thoughtlessness 
of layout, crudeness of execution, will mar the effectiveness 
that should greet the appearance of cards employing this 
technique. 

The world is clamoring for new ideas; the world extends 
a welcome hand to creators; the world recognizes perfection, 
but, perfection it must be. The idea must be masterly or 
its reception will be lacking in sincerity. And, when a good 
idea is taken for the purposes of reproduction, the world 
recognizes only the craftsmanship exhibited in the manipula- 
tion of good taste as employed individually. Originality 
can find no voice where ideas are duplicated ‘in full; orig- 
































inality speaks only when the adaptation of the principal 
branches into new ideas and the general appearance is so 
different that the idea seems reborn. 


The average reader wil! question the possibilities of new 
developments, but consider for just a few moments the 
development of extreme modernism, or conservative, geo- 
metrical design layout and decoration. Neither treatment 
is suggested in these five cards, and while the lettering 
employs new styles the treatment of layout is rather prosaic 
when compared to modern designs and decoration. True, 
the tendency of recent months in show card work has been 
to simplify the design treatment, and these cards, so far as 
that phase of composition is concerned, almost revert back 
to the old days of the “cut-out,” “hand-painted,” “design 
relief” scenic cards. These “old-fashioned” faults are vin- 
dicated upon actual inspection—and the connoisseur in this 
instance gave personal inspection. 

When such an inspection is 
made the artistry and ingen- 
iousness of these cards be- 
comes evident. A black and 
white reproduction offers the 
casual observer no such oppor- 
tunity of “first-hand” inspec- 
tion, and the writers’ opinion 
that all is as stated must be 
accepted — something not so 
hard to do considering the 
subject. 


—You will notice these “pen- 

cil” cards have an “air-brush” 

effect. This effect is obtained 

by rubbing the card with a soft 

cloth, then taking art gum and 
high lighting— 
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A DRAMATIZATION 
OF OLD GLORY “ 

One of the finest examples of mechanical displays has 
been recently built by the General Display Works, manu- 
facturers of mechanical displays, at 145 West 24th Street, 
New York, N. Y. After many months of careful designing 
and planning they have accomplished a marvelous historical 
setting, a dramatization of an important incident in the life 
of George Washington, “The Birth of the American Flag.” 
Seldom, if ever, has a historica incident been duplicated 
with such an accuracy as this one. In the display Betsy Ross 
is actually sewing the flag and intermittently looking at 
the three gentlemen who came to ask her to make the flag. 
George Washington and his two companions, Colonel Ross 
and Robert Morris, seem to be delighted with her work. 
All the movements are so natural that only the fact that 
this display is made in miniature prevents one from thinking 
that the models are alive. 





—After many months of careful de- 
signing and planning, the General Dis- 
play Works have produced this beauti- 
ful, historical setting which dramatizes 
an important incident in the life of 
George Washington... Though minia- 
ture in size, the display is complete in 
every detail— 


From a historical, artistic and mechanical standpoint, this 
display is the acme of perfection. The costumes have been 
made after models actually worn by the representatives. 
The room is a miniature reproduction of the original living 
room where the flag was made, at the Betsy Ross House, 
239 Arch Street, Philadelphia, Pa. Details such as the fur- 
niture, fireplace, door and window, and even the mouldings 
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colonial style and coloring. The display is 5 feet wide, 
24 inches deep and 42 inches high. The figures and furniture 
are in proportion. 

Much credit must be given to the following for their 
splendid cooperation in creating this outstanding mechanical 
display: Charles H. Weisgerber, secretary of the American 
Flag House and the Betsy Ross Memorial Association, 
Philadelphia, Pa.; the Public Library of New York; Edwin 
Satterthwaite Parry, a descendent of Betsy Ross and author 
of “Betsy Ross Quaker Rebel;” Museum of Natural History 
of New York. It would have been an impossibility to make 
it such an outstanding mechanicai display without their aid. 

The mechanical display is now available for display pur- 
poses, and further information may be obtained from the 
General Display Works. 





“VALLEN” THE GREATEST AWNING 
DEVELOPMENT OF THE CENTURY 

All manually operated devices are made obsolete by the 
Vallen Electric Awning Operator, the first practical, time- 
proved and successful automatic device ever manufactured 
for the operation of awnings. No ropes, no chains, no fold- 
ing, rain-catching awnings, nor disturbances to the window- 
shopping prospective customer. The Vallen Operator offers 
the protection and benefits of good awnings without any of 
the inconveniences of out-of-date equipment. It adds to the 
awning life by minimizing deteriorating possibilities (water- 
logging). 

The entire unit is operated by a three-position switch. 
It may be mounted in the most convenient location and can 
be arranged to operate a single awning or as many as may 
be desirable, and is particularly suited for operation on a 
program switch. Switch on the current, and the awning un- 
rolls. At the end of its travel a limit switch automatically 
disconnects the power. Reverse the switch position and the 
awning begins its upward travel, rolling up taut on the 
awning roller. Change the switch position at any point of 
travel and the awning will remain in that position until 
again set in motion by changing to another switch position. 
The store owner or displayman interested in securing definite 
information and prices on this awning operator can write the 
manufacturer, The Vallen Electrical Co., Inc., Akron, Ohio. 





UP IN BUFFALO, WINDO-CRAFT 
KEEPS THEM BUSY 


What is this talk we hear about “depression?” If there 
is such a thing it hasn’t come near the “Windo-Craft” studio 
in Buffalo. E. Preston Browder writes, “We are having one 
of the busiest months of our career. Our ‘silk-Screen’ de- 
partment has been enlarged and a great deal of expansion 
is being felt in that phase of our work. Installations for 
national advertisers are also way ahead of any previous 


and other small decorations, have been made as closely to year.” Incidentally, DISPLAY WORLD is carrying a tre- 
mendously interesting story on the “Windo-Craft” organiza- 
tion in the February issue. 


the original as possible. 
the finest detail. 


The whole setting is complete to 
The front of the display is designed in the 
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We want a salesman who is in touch 
with 


RETAIL STORES 


of all kinds to represent us in his 
city and vicinity with our line of 
beautiful low-priced window display 


PRICE TICKETS 


Write for Proposition 


The Levey Company 
151 W. 18th St, New York City 


FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 75c pr., $4.25 half doz., $8.00 
doz., postpaid. An elastic band is taped 
and sewed in the top. Patented May 20, 
1924. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 
South Benton Way, Los Angeles, Calif. 














REPRESENTATIVES WANTED 


Displaymean, display services, fixture 

salesmen and jobbers who are interested 

in adding some really fast selling num- 

bers to their lines will find it profitable 

to get in touch with us at once. 

THE GREAT CENTRAL NOVELTY CO., 
236 Main St., Cincinnati, Ohio. 








WANTED 


Salesmen—Dealers 
Cut-out Numerals. The 
new method of price mark- 
ing. Something new. Sell- 
ing fast. Repeat orders. 
Write today. 


HERALD 


REPRODUCTIONS 
397 Bridge Street 
Brooklyn, N. Y. 
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Department Store 
Cooperation with 
the Bicentennial 


Commission 


By A. L. VOLLMAN 
NEW YORK CITY 


A COMPLETE list of the important days in Washing- 
ton’s life and the nation’s history have been selected for 
all business and industry in the United States to show to 
the public through their mediums of display and other out- 
lets, the great life and work of the first President and 
Founder of the Republic. 

Store fronts, lobbies and impressive window displays 
should be used throughout the “George Washington Year, 
1932.” Merchandise for George Washington parties, special 
George Washington Birthday sales, displays of costumes of 
the Washingtoniana, Colonial furniture and merchandise of 
Colonial influence, with relics of the period. No time in 
our history has there been a better opportunity for the pro- 
gressive display manager to use his windows to such good 
advantage for institutional advertising as 1932, and still not 
depart from the National Commission’s plan to celebrate. 

The commission fully realizes the important part the dis- 
play managers of America play in bringing to the public’s 
attention this celebration. Their knowledge of the presenta- 
tion of dramatic scenes and of displays that will attract and 
be of profound benefit to those who view them and of the 
educational value they carry. It commands leadership in 
the community and an expression of patriotic duty. 

Hundreds of stores throughout the country will now have 
available an opportunity to secure on a rental basis a com- 
plete pageant for their windows, or inside their stores. 
Messmore and Damon, New York, consulting with the His- 
torical Committee of the Bicentennial Commission at Wash- 
ington, D. C., have built a complete review of the highlights 
ot ‘the life of George Washington. The scenes are so con- 
structed as to fit any window, or placed in any part of the 
store. All are in the third dimension and illuminated in 
translucent effects. These dramatic presentations are fitting 
for any class store or museum. The National Bicentennial 
Commission has also indorsed the relief placque taken from 
the official Hudson bust, and the Equestrian Statue of Wash- 
ington, which Messmore and Damon have designed and built. 

Congressman Sol Bloom, associate director of the Bicen- 
tennial Commission, has invited all display managers to 
write for any information relating to the celebration. A 
special booklet giving complete information and a suggestive 
calendar for displays has been issued under the title of 
(Department Store) authorization and a copy will be sent 
upon request made to the Bicentennial Commission, Wash- 
ington, D. C. 





PATENT GRANTED FOR 
SLEEVE FORM 

The Goodman Flexible Sleeve Form Co., 217 West 125th 
Street, New York, manufacturers of flexible sleeve forms for 
men’s women’s and children’s garments, have been granted 
its patent application covering exclusive features. These 
flexible sleeve forms “are readily inserted into any sleeve 
and give the desired fullness at all angles. They do away 
with the uncertainty of padding and tissue paper and insure 
an attractive and natural appearance for all garments on 
display. The company intends to take any action necessary 
to protect its interests against infringement. A set of these 
sleeve forms will be sent to display managers making the 
request on their company’s stationery. 
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SPRING DISPLAY FABRICS 
for STUNNING, COLORFUL EFFECTS 


Textures, designs and fabrics 

that inspire novel, interesting 

treatments. Plan your Spring 
windows now! 


SEND FOR SAMPLES 





THE HOUSE OF SERVICE 


AAA 


EXTILE CO.,Inc. 


107 WEST 48™ STREET, NEW YORK 
CHICAGO ~ DETROIT - BOSTON ~LOS ANGELES 





To the Man 
Who is not Getting Ahead 


It is only the man who can offer more in talent 
and ability to his employer who will be success- 
ful in getting and holding a position. 


Start now to prepare for petter pay by taking 
our correspondence instruction in Window Dis- 
play, Card Writing and Advertising. 

Small down payment and monthly installments 
make it easy. 


Write for Complete Details 


THE KOESTER SCHOOL 


Oldest and largest School of its kind in the world 
367 W. Adams St., Chicago 











A NEW AND ATTRACTIVE METHOD OF 


PRICING MERCHANDISE 


Rich Chromium and Colored 
Metal Price Displays 


THESE new patented price displays are heralding a 
new era in the use of prices for window displays. 


They are made of Chromium Frosted and Colored 
Silhouetted Metal Numerals, which are inserted 
into the slots of a patented base of Chromium Plated 
or black finish to form any price desired. Send for 
information and illustrated folder. 


DISPLAY PRICE CORP. 


570 Lexington Avenue New York City 

















The F'‘ountain Air Brush 


The World’s Standard Air Brush for Over 40 Years 
Greatest Durability for Show Card and Sign Writers. 


Illustration 3/5 actual size. 














When properly repaired Thayer & 
Chandler Airbrushes are the equal of a 
new Brush—Easy to handle and keep 
in order. 


Thayer & Chandler 


NEW ADDRESS: 910 West Van Buren St. Chicago 




















Use the 
OPPORTUNITY EXCHANGE 
As Your Want Ad Medium 
Costs Only $1.50 Per Inch 
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Excellence In All 
Appointments 


By A. L. POWELL 


NELA PARK ENGINEERING DEPT., 


HARRISON, N. J. 


HE art of lighting has been moving forward with 


such rapid strides during the past few years that we 
scarcely have time to pause in our admiration of one 
interesting installation before another comes to our at- 
tention. For several decades building after building 
was constructed and the lighting of each almost a direct 
copy of the other. Everything seemed to be based on 
tradition. Practically no originality of thought was 
evident in the design. Stock fixtures seemed to satisfy, 
or at least minor modifications from the standard were 
deemed adequate. Suddenly, however, our progressive, 
original thinking architects visualized the decorative 
possibilities of artificial light and almost overnight a 
new era was with us. The designer and decorator was 
not content with what has been done before. He was 
not even satisfied in repeating in a new building a 
scheme which he had originated for some other struc- 
ture just completed. Each proposition must be thought 
out as an individual thing, and asa result during the 
past five years more different ways of utilizing light 
have been created than were thought of for the last 
century. 

This sort of lighting cannot be worked out if one 
is content to wait till the building is practically finished 
and then begin to think of lighting. When the firm 
of Voorhees, Gmelin & Walker began their first designs 
for the new Irving Trust Building at No. 1 Wall Street, 
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—The new Ir- 
ving Trust 
Building as it 
appears at No. 
1 Wall Street, 
New York 
City— 





New York City, they conferred with lighting experts 
and gradually evolved ideas which are striking in orig- 
inality and marvelously decorative in effect. 

The new building is a towering shaft of limestone 
and granite, extending fifty stories above the street and 
seventy feet below. Nearly half a million feet of usable 
floor space are included withing the walls, enough to 
house the business activities of 7,000 men and women. 

As will be seen from the accompanying photograph, 
the structure is a conservative interpretation of modern 
skyscraper architecture. On the four topmost floors 
are meeting rooms for the Irving Board of Directors, 
a dining room for officers and guests, an observation 
lounge, from the windows of which one obtains a mag- 
nificent view for miles in all directions. The first ten 
floors of the building are reserved for banking purposes 
and far under the street is the three-story vault, one of 
the largest in the world, guarded by doors at 60% tons 
in weight. 

Space does not permit the 








presentation of views of all of 
the interesting parts of the build- 
ing, but the few examples chosen 
indicate how cleverly the lighting 
problems have been solved. It 
would have been desirable, also, 
to have shown the general en- 
trance to the building with its 
spacious hall, walls of Pyrenees 
black marble, and high arched 
ceining with its painting sixty- 
six feet in length, the work of 
Hildreth Miere and Kimon Nico- 
laides, depicting, as they do, the 
power of wealth to create 


—This dining room is irregular in 
shape with a general oval form about 
35x30 feet. The area is broken by a 
large rectangular column which is 
offset from the center of the room. 
As will be seen, a number of glass 
sections are used to form a plane 
approximately 7x10 feet, six inches 
below the ceiling— 
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beauty, lighted by side wall niches twenty feet or more saic type, and the brilliant lighting of the corridor lead- 
above the floor. Other interesting parts are safe de- ing from the subway station. (This splendid story is 
posit vaults with polished metal indirect fixtures of reprinted from “The Magazine of Light” and should 
unique design; the offices with lighting of a more pro- give displaymen some fine ideas for backgrounds. ) 





—Perhaps the most impressive area in the entire building 
is the reception lobby. It is an imposing room 90 feet 
long, 35 feet wide and 3 stories high. The walls which 
rise from a dark brown marble dado and arch into the 
high ceiling are covered with an intricate glass mosaic 
grading in tone from a dull flame at the base to a bril- 
liance as the eye travels upward to the ceiling. A pleas- 
ing indirect illumination is accomplished by placing 
aluminum reflectors containing 300-watt clear lamps in 
each of the decorative wall niches, spaced at regular 
intervals about the room. These wall openings are 12 feet 
6 inches high, 18 inches deep and 16 inches wide and the 
lower portion of each is covered to a height of 7 feet by 
a bronze ventilator grille, which also serves to conceal 
the reflector. The lighted portion of the niche has for a 
background a series of curved bronze sheets— 























—The conference room on the 47th floor is lighted by a 
single central fixture of stainless steel, 15 inches wide, 
4 feet long and 8 inches deep. This has side panels of 
mica over which is a silhouette design. The bottom panel 
is of double-etched crystal glass and a total wattage of 
580 is made up of sixteen mazda lamps of various sizes. 
The bottom of the fixture is 4%4 feet above the table and 
the illumination level on the table is fifteen footcandles— 

















—Left: The somewhat irregular walls 
of the observation lounge are covered 
with terra cotta red fabric carrying 
a design reminiscent of the head-dress 
of the American Indian. The ceiling 
is broken into a number of crystal- 
like planes and covered with irrides- 
cent kappa shells from the Philippine 
Islands. The floors are of Circassian 
walnut on which are placed a number 
of relatively small rugs in light pastel 
shades and modern designs. The 
glass curtains are of cream-colored 
translucent material. The secondary 
drapes of henna velvet, and the outer 
drapes of dark brown moire fabric. 
Indirect lighting is, of course, most 
necessary to bring out the beauties of 
the ceiling and at symmetric points 
about the room are four indirect ped- 
estals. These are approximately eight 
feet high and in the form of an 
opening flower— 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 


AIR BRUSHES 


a Daily, Inc., 126 E. Third St., Dayton, 
h 


0. 

Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Iil. 

Thayer & Chandler, 910 W. Van Buren, Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


AIR BRUSHING ON TEXTILES 
National Process Ill. Co., 419 Kerrigan Ave., 
Union City, N. J. 
AIR COMPRESSOR UNITS 


Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 

The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago Ill. 


AIR BRUSH COLORS 
The Wold Air Brush Mfg. Co., 2173 California 
Ave. Chicago, Ill. 
AIR PAINTING UNITS 
Paasche Airbrush Co., 1902 Diversey Parkway 
Chicago, Ill. 
ARTIFICIAL FLOWERS 
~~ Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 


ARTIFICIAL PLANTS 


Chelsea Botanical Products Co., 107 W. Twenty- 
Seventh St., New York City. 


BACKGROUND COVERINGS 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 


BACKGROUND PANELS 


Compo-Board Co., 4436 Lyndale Ave., No., Min- 
neapolis, Minn. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, IIl. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, III. 


BACKGROUND SETTINGS 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 
= Adler-Jones Co., 651 S. Wells St., Chicago, 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SCREENS 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, IIl. 


BOOKS ON DISPLAY 
McGraw-Hill Book Co., 370 Seventh Ave., New 
York City. 


CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 


—. L. Daily, Inc., 126 E. Third St., Dayton, 
0 


National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, III. 


CARD HOLDERS 


J. B. Timberlake & Sons, Jackson, Mich. 
Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


CARVED GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


CHRISTMAS DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


COLOR SCREENS 
Diamond C Quality Brand, 78 Cliff St., New 
York City. 


COMPOSITION BOARD 


Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


COMPOSITION MANNEQUINS 
Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 
Lutz & Sheinkman, Inc., 2 Duane St., New 
York City. 


CORRUGATED CREPE PAPER 


Kimberly-Clark Corp., 8 S. Michigan Ave., Chi- 
cago, Ill, 


CREPE PAPER 


Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


CUTTING MACHINES 
International Register Co., 13 S. Throop St., 
Chicago, Ill. 
Portable Elec. Tool Corp., 67 Walnut St., Fitch- 


burg, Mass. 
CUT-OUTS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


DECORATIVE PAPERS 


W. H. S. Lloyd Co., 48 W. Forty-eighth St., 
New York City. 

Paper Service Co., 28 N. Sixth St., Philadel- 
phia, Pa. 

Whiting-Patterson Co., 386 Fourth Ave., New 
York City. 


DISPLAY CARD MACHINE 


Reynolds Printasign Corp., 114 S. Clark St., 
Chicago, Ill. 


DISPLAY COUNSEL 


Window Advertising, Inc., 00 Fourth Ave., New 
York City. 


DISPLAY FIXTURES—GLASS 


Friedland & Levine Bros., Inc., 201 Chrystie St., 
New York City. 


DISPLAY FIXTURES—METAL 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

L. A. Darling Co., Bronson, Mich. 

The Display Center, 1440 Broadway, New York 
City. 

Hugh Lyons & Co., Lansing, Mich. 


National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 

J. B. Timberlake & Sons, Jackson, Mich. 


DISPLAY FIXTURES—WOOD 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

The Display Center, 1440 Broadway, New York 
City. 

Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 

The Varnum Mfg. Co., Inc., 116 E. Chicago St., 
Jonesville, Mich. 


Display Fixtures—Wrought Iron 
he Display Center, 1440 Broadway, New York 
ty. 


DISPLAY FORMS 


Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Shoe Form Co., Inc., Aurelius Ave., Auburn, 


iN. -¥. 
Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 


DISPLAY NOVELTIES 
= Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 


Display Specialties—Wood 
Regent Specialties, Inc., 768 Lyell Ave., Ro- 
chester, N. Y. 


DOLL-STANDS—METAL 


Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Ill 


FABRICS FOR DISPLAY 


Hy-Sil Mfg. Co., Revere, Mass. ; 

Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

M‘racle Fabrics Co., 113 W. Fotty-eighth St, 
New York City. 

J. R. Palmenberg’s Sons, Inc., 89 W. Third 
St., New York City. 


FELT FOR DISPLAY 


Western Felt Works, 4029 Ogden Ave., Chicago; 
42 E. Twentieth St., New York City. 


FELT LETTERS 


W. L. Stensgaard & Associates, 981 Merchan- 
dise Mart, Chicago, Ill. 


FLOOD LIGHTS 


The Frink Corp,, 369 Lexington Ave., New York 
City. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When 


Writing to Any cf Thece Concerns) 
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FORMICA 


The Formica Insulation Co., 4662 Spring Grove 
Ave., Cincinnati, Ohio. 


FURNITURE—SHOW WINDOW 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


GARMENT RACKS 


J. B. Timberlake & Sons, Jackson, Mich. 
Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, III. 


GELATINE SHEETS 


Diamond C Quality Brand, 78 Cliff St., New 
York City 
ae ee, 367 Hudson Ave., Brooklyn, 


Ender Mfg. Co., 217 Grand St., New York City. 


HOSIERY DISPLAY FORMS 


Shee a" Co., Inc., Aurelius Ave., Auburn, 


INTERIOR DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


JEWELRY FIXTURES 


Jersemann & Wolly, Inc., 140 W. Twenty- 
second St., New York City. 

Morel Mfg. Co., 38 W. Thirty- second St., New 

_ York City. 


LETTERING BRUSHES 
7 > L. Daily, Inc., 126 E. Third St., Dayton, 


J E. Watson Co., 164 W. Lake St., Chicago, 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 


LITHOGRAPHED DISPLAYS 


a Oy Sheinkman, 2 Duane St., New York 


MANNEQUINS 


Nonpareil Co., 448 Fourth Ave., New York City. 
J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, IIl. 


MECHANICAL DISPLAYS 


Character Display Co., 3249 N. Herndon St., 

Chicago, Ill. 

Displays Animated Co., P. O. Box 374, Glen- 
dale, Calif. 

General Display Works, 145 W. Twenty-fourth 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 

Metropolitan Display Fixture Clearing House, 
Inc., 127 W. Twenty-fourth St., New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, I11. 

= Reinhold Studio, 8 Upham St., Revere, 

ass 

United Display Service, 440 So. Dearborn St., 

Chicago, Ill. 


MILLINERY HEADS 


Ralph A. Freundlich, Inc., 48 E. Twenty-first 
St., New York Ci ty. 


MOTION DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, IIl. 

General Display Works, 145 W. 24th St., New 
York City. 


NORTH RIDGE PINES 
North Ridge Brush Co., Inc., Freeport, Ill. 


ORNAMENTS—WOOD 


Klise Mfg. Ca., Inc., 50 Cottage Grove Ave. 
S. W., Grand Rapids, Mich. 


PAPIER MACHE Decorations 


Armstrong Scenic Studios, 327 W. Forty-third 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 


PLUSHES 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 180 Madison Ave., New 
York City 


POSTERS 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 
Lutz & Sheinkman, 2 Duane St., New York 


City. 


PROJECTORS—ENLARGING 


Brischograph Co., 92 E. Lakeview, Columbus, 
Ohio. 


REFLECTORS—SHOW CASE 


The Frink Corp., 369 Lexington Ave., New 
York City. 


REFLECTORS—WINDOW 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 


SCHOOLS—CARD WRITING 


Detroit School of Lettering, 155 Stimson Ave., 
Detroit, Mich. 

The Koester School, 314 S. Franklin St., Chi- 
cago, Il. 


Schools—Display Merchandising 
MacLeod Institute, Scientific Display School, 
246 Eighth Ave., New York City. 
Schools—Window: Decorating 


The Koester School, 314 S. Franklin St., Chi- 
cago, Ill. 


SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SHOE DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
N.Y. 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, Ill. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


SHOW CARD COLORS 


“> Daily, Inc., 126 E. Third St., Dayton, 

0. 

Thaddeus Davids Ink Co., Inc., 95 Vandam St., 
New York City. 


Show Card Printing Outfits 


National Sign Stencil Co., Inc., 1602 University 
Ave., St. Paul, Minn. 


SHOW CARD SUPPLIES 
ay L. Daily, Inc., 126 E. Third St., Dayton, 


Geo. E. Watson Co., 1644 W. Lake St., Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, IIl. 


Show Case and Counter Reflectors 


Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


SIGNS—BRASS AND BRONZE 


Art In Bronze Co., Inc., 1621 E. Forty-first 
St., Cleveland, Ohio. 


SIGNS—GLASS 
Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 
SIGNS—WOOD 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


Silk Screen Process Supplies 


Naz-Dar Co., 4014 N. Rockwell St., Chicago, III. 
Geo. E. Watson Co., 164 N. Lake St., Chicago, 
Til. 


SLEEVE FORMS 


Goodman Flexible Sleeve Form Co., 217 W. 
125th St., New York City. 


SPOT LIGHTS 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 


STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, IIl. 


TINSELS (GLASS) 


Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 


TURN TABLES 


Electric Window Salesman Co., Inc., 46 Corn- 
hill, Boston, Mass. 

General Display Works, 145 W. Twenty-fourth 
St., New York City. 


VALANCES 


Acme Drapery Co., 117 W. Thirty-third St., 
New York City. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

Rawson & Evans Co., 710 Washington Blvd., 
Chicago, II. 


VELOURS 
Miracle Fabrics Co., 113 W. Forty-eighth St., 


New York City. 
VELVET-COVERED FIXTURES 
Morel Mfg. Co., 38 W. Thirty-second St., New 

York City. 

VELVET-COVERED JEWELRY 
DISPLAY FIXTURES 


Art Jewelry Case Corp., 29 W. 15th St., New 
York City. 

Morel Mfg. Co., 38 W. Thirty-third St., New 
York City. 


WALL BOARD 


Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Il. 


WAX FIGURES 
Display Clearing Corp., 16 W. Thirtieth St., 
New York City. 

Mileo, 44 E. Eighth St., New York City. 
Window Display Installations 
Window Advertising, Inc., 300 Fourth Ave., 

New York City. 
WOOD CARVINGS 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave., 
S. W., Grand Rapids, Mich. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When 


Writing to Any of These Concerns) 
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WORLD 


Chicago Display Club Starts New 
Year With Banner Meeting 


A MEETING on January 4~—only three days following 
New Year's Day (?). Some said the idea was perfectly 
ridiculous! Some were even willing to bet that a meeting 
held so soon after the holidays would be very poorly at- 
tended—but when the question was put to a vote at the last 
previous meeting, held in November, a majority of those 
present ruled in favor of the early meeting date. And, when 
the calendar showed Monday, January 4, with the clock 
pointing to 8:30 p. m., almost every displayman in the city 
and environs seemed to have found his way to the West 
Room of the Hotel Sherman. How did they come to be 
there? Simply a matter of arranging a program which 
honest-to-goodness displaymen couldn’t resist—and telling 
every displayman, whose whereabouts could be found, about 
every detail of the scheduled program; the time and place 
of the meeting and such by letter, just a few days in advance. 

Here are the highlights of that program, which, by the 
way, was carried out exactly as scheduled: First on the 
program, Mr. Hardy Ozanne, merchandising and display ex- 
pert and in addition one of the most enjoyable and worth- 
while talkers ever heard on the problems in which display- 
men are interested. Next, Mr. R. Dmitri Vail, well-known 
local artist, who entertained with some of the most unique 
sketch work it has been our pleasure to witness—sketch 
work that can be applied profitably to window display and 
sales attraction. Next, songs and character dances by really 
enjoyable entertainers from the Jo Keith Theatrical Agency, 
Next, Mr. Foley, I. A. D. M. secretary, with definite informa- 
tion regarding the I. A. D. M.-N. R. D. G. A. affiliation— 
also on the 1932 convention. Next, definite plans for a club 
dance to be held Saturday, March 12, at the Sherman; tickets, 
$2.00 per couple; everybody welcome (if you have two bucks). 
And then, collection of club dues for 1932—no dilly dallying 
this year—and the way the dues rolled in, you would have 
thought the depression (pardon us for mentioning it) had 
really ended. 





“PLASKON” 

According to a research report published by Mellon In- 
stitute of Industrial Research, Pittsburgh, Pa., a novel heat- 
reactive molding compound is now being produced commer- 
cially in the plant of Toledo Synthetic Products, Inc., Toledo, 
Ohio. This new urea-base compound, called “Plaskon,” was 
evolved at Mellon Institute under a series of industrial fel- 
lowships sustained by the Toledo Scale Company. Copies of 
the report may be obtained by interested persons upon direct 
request to the institute. 

Fabricated “Plaskon” is described as unexcelled in color 
possibilities, combining bright colors with a hard, lustrous 
surface. Its base shade is one of neutral translucency, per- 
mitting pigmenting to give all colors of any intensity, either 
opaque or translucent. 

The mechanical and electrical properties of “Plaskon” are 
said to be excellent; they are summarized in the following 
paragraph, which has been taken from the report: 


Properties of Fabricated 
“Plaskon.” 

Specific gravity, 1.43; modulus of rupture, 10,000 to 14,000 
pounds to square inch; tensile strength, 4,000 to 6,000 pounds 
to square inch; compressive strength, 25,000 to 30,000 pounds 
to square inch; impact strength (sharpe), 0.7 to 1.2 ft. pounds; 
dielectric constant (25°C.), 5 to 6; dielectric strength (punc- 
ture), 300 to 400 volts per mil.; water absorption (20°C., %” 
section), 0.07 to 0.66 per cent in 24 hours; resistance to sol- 
vents, Unaffected by alcohol, acetone, oil, or other common 
solvents; resistance to acids, moderately resistant to cold 
dilute acids, not resistant to hot or concentrated acids; re- 
sistance to alkalies, quite resistant to cold dilute alkalies, 
also resists hot, very dilute alkalies, such as soap, borax, 
cleaners, etc.; hardness (mohr scale), 3.0 to 3.5; hardness 
(scleroscope), 80 to 95; workability, “Plaskon” can be ma- 
chined, bored, resurfaced, and polished. 
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FOR ART 
COMME 
ART] 


A Practical Book 


ls A Constant Help 
ORDER YOURS NOW! 


Enclosed find $5.00, for which send a copy of “SHOW CARD LAY- 
OUTS,” postpaid. 

Enclosed find $7.00, for which send me “SHOW CARD LAYOUTS,” 
postpaid, and entered (or extend) my subschiption to DISPLAY 
WORLD for one year. (Foreign and Canada, $7.50.) 


Enclosed find $3.00, for which send me a copy of “MODERN BRUSH 
LETTERING,” postpaid. 

Enclosed find $5.00, for which send me “MODERN BRUSH LETTER- 
ING,” postpaid, and enter (or extend) my subscription to DISPLAY 
WORLD for one year. (Foreign and Canada, $5.50.) 


Enclosed find $3.50, for which send a copy of “LETTERING FOR COM- 
MERCIAL PURPOSES,” postpaid. 

Enclosed find $5.50, for which send me “LETTERING FOR COMMER- 
CIAL PURPOSES,” postpaid, and enter (or extend) my subscription to 
DISPLAY WORLD for one year. (Foreign and Canada, $6.00.) 


PRACTICAL ART is now being revised for new edition and will be 
ready soon. 


Enclosed find $5.00, for which send a copy of “MODERN ORNAMENT 
AND DESIGN.” postpaid. 

Enclosed find $7.00, for which send me “MODERN ORNAMENT AND 
DESIGN,” postnaid. and enter (or extend) my _ subscription to 
DISPLAY WORLD for one year. (Foreign and Canada, $7.50.) 


Enclosed find $5.00, for which send a copy of “WINDOW DISPLAY 
MANUAL,” postpaid. 

Enclosed find $7.00, for which send me a copy of “WINDOW DISPLAY 
MANUAL,” postpair, and enter (or extend) my _ subscrivtion to 
DISPLAY WORLD for one year. (Foreign and Canada, $7.50.) 


Enclosed find $15.00, for which send me a copy of “ELECTRICAL AD- 
VERTISING SKETCH PORTFOLIO,” postpaid. 

[—1 Enclosed find $17.00, for which send me a copy of “ELECTRICAL AD- 
VERTISING SKETCH PORTFOLIO,” postpaid, and enter (or extend) 
my subscription to DISPLAY WORLD for one year. Foreign and 
Canada, $17.50.) 


Enclosed find $4.00, for which send me a copy of “ALPHABETS AND 
LAYOUTS,” postpaid. 

Enclosed find $6.00, for which send me a copy of ALPHABETS AND 
LAYOUTS.” postnaid, and enter for extend) my _ subscrintion to 
DISPLAY WORLD for one year. (Foreign and Canada, $6.50.) 
Enclosed find $1.00. for which send a copy of “SIMPLIFIED SHOW 
CARD WRITING FOR BEGINNERS,” by Tom Kelley, postpaid. 
Enclosed find 50 cents, for which send me a copy of the new pocket-size 
“PRICE LISTS.” 


Enclosed find 50 cents. for which send me a conv of Rav D. Marks- 
berry’s new “SCREEN PROCESS PRICE LIST” (not illustrated here). 


NAMF 





STREET 





Cire STATE 


All Books Are Sent Prepaid 
BOOK DEPARTMENT 


DISPLAY WORLD 


CINCINNATI, OHIO, U. S. A. 

















































LETTERING 
COM mM Sencu L 
~PURPOSES 


3 
William] Hu gh e 


QAO Kr 


DESIGNS 
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PARFUMERIE DIVISION i CABLE ADDRESS 
roucer 


5. os © e r a an? Co 
e p e Cd S ( O U Nn ‘ Importers of Pharmaceutical Specialties 
kK 
® bEW YORK 


75 Varick Street, New York 


November 11, 1931. 


_ oe became an outstand- 
ing success over night, due to | 

i ~—— ir. N. J. Leigh, Vice Presiden 
the quality of the product: Tine feenemk fa. Inc., , 


Starr & Borden Avenues, 
Long Islnad City, N. Y. 


xi EB - Dear Joe: 
Our contribution was a window 
e = “. A few years ago you originated and produced for us the 
first Vapex window display. It Lecame, as you remember 
display so powerful in its sales an outstanding success and druggists, Almost without , 
| h h d | exception, pronounced it an effective sales producer. 
appea t at t e ea er was Quite naturally, when we required a new display this 
| d - . hi ¥ d year we turned to Einson Freeman and you have given us 
what we are confident will prove to be an equally 
glad to use if in his window. Se 


7 We are most appreciative of the manner in which you have 
personally worked-with us on our merchandising problems 
and for the sound ideas you have contributed. 


The result was sales and repeats 
for the dealer, Vapex and the 
Einson-Freeman Co. 


Sinceyely yours. 


PA i, a 


Secretary. 
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When 
your head 


is stuffed up 


BREATHE 


VAPEX | 


x é : 

i AThis store carries 
everything you need 
for coughs and colds 





Specializing 
EINSON-FREEMAN «io INC. i window 
LITHOGRAPHERS store display 


OFFICES AND MANUFACTURING PLANT adverfising 
STARR & BORDEN AVENUES, LONG ISLAND CITY, N. Y 


NEW ENGLAND OFFICE - 302 PARK SQ. BLDG., BOSTON, MASS. 
WESTERN OFFICE-WRIGLEY BLDG. CHICAGO, ILL 

















Inventors and Manufacturers of the Einson-Freeman Patented Double Tier Container 
Licensee for Canada. .. Somerville Paper Boxes, Ltd., London, Ontario, Canada 





